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Chaos Reigns 


as U.S. Okays 
Outdoor Curbs 


Laws Are Vague 
on Who Can Use 
Outdoor Signs 


WASHINGTON, Aug. 23—Com- 
merce Department’s proposals for 
controlling billboards on the na- 
tion’s interstate highway system 
were officially published today, 
and the big question they raised 
was: Who qualifies? 

The rules fix rigid physical 
standards to limit the number and 
size of signs within 660’ of the 
right of way along much of the 
highway system. In addition to 
controlling the physical character- 
istic of the signs, the rules also 
seek to monitor advertising by de- 
fining the kinds of business that 
can advertise, and the general na- 
ture of the advertising messagc 
they can use. 

The advertising privilege is pre- 
served for any business located 
within 12 miles of the highway 
But the standards specify that the 
mame and location of the estab- 
lishment must be displayed ‘“‘more 
conspicuously” than any  branc 
name, trademark or other symbol. 


s In addition to business located 
within 12 miles of the road, ad- 
(Continued on Page 8) 


TV Nets, Stations Did More Business, | 


Campbell-Ewald 
Resigns $1,250,000 


Portion of Kroger 


CINCINNATI, Aug. 29—Campbell- 
Ewald Co., Detroit, has resigned 
its estimated $1,250,000 share of 
Kroger Co.’s $2,500,000 account ef- 
fective Nov. 1, saving that “serv- 
ing only a part of the Kroger di- 
visions [11 of 22] was unprofit- 
able.” 


s The likely successor agency is 
|Campbell-Mithun, Chicago, which 
| handles the other 11 divisions, plus 
| Kroger’s manufacturing unit. Kro- 
|ger’s ad manager, W. J. Sanning, 


|told ADVERTISING AGE today that) 


|Campbell-Mithun is being consid- 
ered for the additional billings, that 
|no other agencies have been inter- 
viewed and that the assignment 
will be made early next week— 
Sept. 2 or 3. 

The two agencies were assigned 
by Kroger Oct. 7, 1957, to take ove1 
the food chain’s advertising—80% 
in newspapers—formerly handled 
by Ralph H. Jones Co., Cincinnati. 


# In announcing the resignation, 
T. B. Adams, Campbell-Ewald’s 
president, said, “Our difficulty has 
simply been a matter of high serv- 
icing costs...it was clearly ex- 
plained to us that we would have 
to work with each of the divisions 
individually ....We willingly ac- 
cepted the account on this basis. 
“However,” he said, “experience 
has proved the venture of serving 
only part of the Kroger divisions 
was unprofitable.” 


= 


Had Less Profit in 1957, FCC Reports 


WASHINGTON, Aug. 28—The 
Federal Communications Commis- 
sion reported today that tv sta- 
tions and networks did more busi- 
ness in 1957, but ended up with 
less profit than they had in the 
past. 

The FCC figures show network 
and their 16 owned-and-operate 
stations got about half of the in- 
dustry’s revenue. On the other 
hand it shows that 485 non-net- 
work owned stations got nearly 
80% of their revenue for time 
sales from non-network advertis- 
ers, and that these individually 
and group-owned stations spent 
nearly twice as much for selling 
purposes as the networks and 
their 16 owned stations. 

The commission’s official tabu- 
lation for the year showed that 
revenues for three networks and 
501 stations reached $943,200,000, 
a 5.2% gain. Expenses were up 
10.7%, so the networks and sta- 
tions were left with a profit be- 
fore federal taxes of $160,000,000, 
a decline of $29,600,000 or 15.6% 
from 1956. 


® Sale of time accounted 
$868,700,000 of the network and 


station revenue, while sale of tal-| 


ent, program material and pro- 


duction services yielded the re-| 


maining $216,900,000. Industry 
members paid $142,400,000 in com- 
missions to agencies and repre- 
sentatives in connection with the 
sale of time. 


for | 


Of the $142,400,000 in commis- 
sions paid to agencies and reps b 
tv networks and stations, $75,900,- 
000 was from sale of time on net- 
works and network-owned §sta- 
tions. The remaining $66,500,00 
was from sale of time on 485 other 
tv stations. 

Time sales (before deduction o 

(Continued on Page 59) 


TV Quiz Probe 
Won t Hurt Us, 
Sponsors Say 


Some Think Publicity 


Fear Suits from Losers 


New York, Aug. 28—Television 
quizdom this week was struggling 
|with a question more expensive 
‘and portentous than anything 
which had ever been asked over 
a microphone or in any isolation 
booth. How will the “Dotto” ex- 
pose affect the future of tv quiz 
| Shows? 

A spot check by ADVERTISING 
Ace found most quiz sponsors 
and packagers reassuring them- 
selves that their properties would 
not be adversely affected by the 

(Continued on Page 59) 


| HOW DRY I'M NOT—This Four Roses 
| page, already run in Life and Look, 


| was crammed into the Oct. 11 issue | 


|of The Saturday Evening Post—the 
| magazine’s first color liquor unit. 
B&w ads for Old Grand-Dad and 
Bacardi were squeezed into the 
| Oct. 4 issue in a two-day scramble. 
‘Post’ Finds 


Liquor Ads Are 


Now ‘Compatible’ 
| Race with ‘Life,’ ‘Look’ 


for Pages, Changing 
Audience Attitude Cited 


PHILADELPHIA, Aug. 28—The 
Saturday Evening Post—Ameri- 
ca’s oldest ‘ magazine—yesterday 
discarded a taboo which had been 
in effect since 1897, when Cyrus 
H. K. Curtis bought the magazine 
for $1,000. 

It threw out a ban against liq- 
uor advertising. 


® The change—which comes 25 
years after the end of prohibition 
—was deemed, in the words of 
Robert E. MacNeal, president of 
Curtis Publishing Co., “to be ap- 
propriate at this time, and com- 
patible with the viewpoint of the 
vast majority of its present and 
(Continued on Page 58) 


Top 100 Advertisers’ 
Spending Up 6% in Half 


General Foods Moves 
to No. 3 Behind P&G, 
GM; 17 Are New Listings 


| New York, Aug. 29—The 100 
leading advertisers in magazines, 
network tv and newspaper sup- 
plements spent $435,597,105 in the 
| first six months of 1958. According 
to Leading National Advertisers 
figures compiled by Publishers 
Information Bureau, this total is 
$26,476,695 (65%) higher than 
last year’s total for the same peri- 
od—$409, 120,410. 

| Procter & Gamble remained in 
the lead, with a total expenditure 
of $30,002,020, an increase o 
$406,406, over the company’s total 
expenditure of $29,595,614, for the 
same period in 1957. General Mo- 


John Hay Whitney 
Buys ‘Herald Trib’ 
From Reid Family 


New YorK, Aug. 28—Jonn Hay 
Whitney, U. S. ambassador to the 
Court of St. James and longtime 
friend of the Whitelaw Reid fam- 
ily, today acquired “clear, working 
control” of the New York Herald 
Tribune and its European edition, 
published in Paris. 

In a press conference here, its 
editor and chief executive officer, 
Ogden Reid, announced that the 
Reid family had turned over con- 
trol of the daily to Mr. Whitney. 
He declined to disclose the pur- 
chase price or the extent of Mr. 
Whitney’s controlling interest, al- 
though trade circles believe it to be 
more than 55%. 

Acquisition of the Herald Trib- 
une by Jock Whitney adds to a 
publishing career begun only five 
weeks ago, when he purchased Pa- 
rade from Field Enterprises for 
about $10,000,000 (AA, Aug. 4). In 
September, 1957, he invested about 
$1,200,000 in the Herald Tribune, 
with an option to buy a controll- 
ing interest in the daily. Today he 
exercised that option. = 


Last Minute Sows Flashes 


Warwick & Legler Adds More Mennen Business 


NEw York, Aug. 29—The Mennen Co., which in June announced the 
switch of its Skin Bracer and a new men’s cologne from McCann- 


Erickson to Warwick & Legler, will 


move its deodorant products on Dec. 


1 from Marschalk & Pratt, a McCann division, to Warwick & Legler. 
s The products, including Spray and Speed Stick for men, are believed 
May Add Viewers, Others to bill about $1,700,000. Mennen’s Skin Bracer and cologne, which War- 
| wick gets Sept. 15, reportedly bill $1,500,000. 


American Radiator’s Air Conditioning Goes to BBDO 

New York, Aug. 29—American Radiator & Standard Sanitary Corp., 
as part of its “expanded 1959 sales plans” for central home air condi- 
| tioning, has moved its air conditioning division from Ellington & Co. 
to Batten, Barton, Durstine & Osborn, effective Nov. 17. 


Ultra-Matic Instant Refillable Compact Bows 


New YorK, Aug. 29—Hazel Bishop Inc. will introduce the Ultra- 
Matic compact this fall, a $2.50 refillable metal compact for pressed 
powder. Color pages headlined, “Now Yours—the first golden metal 


compact with refills that click-in, 


click-out—instantly!” will run in 


November issues of Charm, Coronet, Glamour and Mademoiselle and 

December Esquire, plus advertising in newspapers, spot tv and busi- 

ness papers. Refills retail for 79¢. Raymond Spector Co. is the agency. 
(Additional News Flashes on Page 59) 


‘from fifth position 


tors remained in second place, 
with a total expenditure of $27,- 
111,208—an increase of $3,824,- 
233, over last year. 


® General Foods Corp. moved up 
($14,752,468) 
in 1957 to third position ($16,682,- 
633) in 1958. It replaced Chrys- 
ler, which dropped from $15,980,- 
279, in 1957 to $13,504,765 in 1958 
and went from third to sixth place. 
Ford Motor Co., which spent $13,- 
839,985 last year, moved up one 
position to fifth place with $13,- 
753,561. Lever Bros., which spent 
$11,083,087 for the first half of 
1957, remained in seventh position 
with $12,797,639 

American Home Products Corp., 
in eighth position ($10,773,296) in 
1957, and Bristol-Myers in the 
ninth slot ($9,874,700), traded po- 
sitions for the first half of 1956, 
American Home Products spend- 
ing $11,504,882, and Bristol-Myers 
$12,410,247. 

Several companies’ recorded 
large drops in the standings. 
Among them, American Telephone 
& Telegraph dropped from 18th 
spot ($5,364,751) in 1957 to 25th 
($4,959,373). Philip Morris, $5,- 
116,481 and 19th last year, is down 
to $3,634,988, and 38th on the list. 

Swift & Co., 22nd last year with 
$4,635,889, dropped to 52nd with 
$2,149,483. Helene Curtis dropped 
from 26th to 48th ($4,349,979 to 
$2,461,667), National Biscuit Co. 
from 38th to 54th ($3,134,785 to 
$2,141,923). 

Borden Co., Aluminum Co. of 
America, Best Foods, Mennen Co., 
Rexall Drug Co. and Schenley In- 
dustries also appeared in lower 
relative positions. 

Among those advertisers which 

(Continued on Page 55) 


U.S. to Review 
Utility Ad Rule; 
New Threat Seen 


Internal Revenue Grants 
Hearing; FPC Questions 
Ad Role in Rate-Making 


WASHINGTON, Aug. 28—Electric 
utilities which support the Elec- 
tric Companies Advertising Pro- 
gram will have an opportunity 
soon to try to convince two fed- 
eral agencies that ads fighting 
public power represent legitimate 
business expense. 

Industry members have _re- 
ceived assurance that the Internal 
Revenue Service will take anoth- 
er look at the ECAP ads before 
enforcing a decision which it an- 
nounced last spring which holds 
that many ECAP ads are not al- 
lowable deductions for income tax 
purposes because they represent 
an effort to influence legislation. 

While Internal Revenue Service 
confirmed that electric companies 
will be given an opportunity to 

(Continued on Page 40) 
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Carrier Corp.'s Gray Hits ‘Forced 


Obsolescence’; Alters Market Policy 


Air Conditioning Maker 
Abandons Annual Models 
to End ‘Dealer Fears’ 


Syracuse, N. Y., Aug. 26—Tak- 
ing what it calls a firm stand 
against forced obsolescence in 
the air conditioner business, Car- 
rier Corp.’s unitary equipment di- 
vision, maker of self-contained 


Lavenson Report 
Shows Billings Up 
300% in Five Years 


PHILADELPHIA, Aug. 26—Quad- 
rupled billings have been achieved 
by Lavenson Bureau of Advertis- 
ing in the five years since its in- 
corporation, according to a fifth 
anniversary statement by James 
H. Lavenson, the agency’s presi- 
dent 

The agency, founded in 1929 by 
Jay Lavenson Sr. who is now 
board chairman, billed about $700,- 
000 when it was incorporated in 
1953, compared with the approxi- 
mately $3,000,000 in billings it 
handles currently. | 

Profits have also been good dur- 
ing the past five years, and stock 
value has increased threefold, the 
agency says. Two-thirds of the 
agency’s personnel own stock in 
the agency, and all employes of 
more than one year’s service have 
been getting profit sharing checks 
regularly for the past five years. + 


BBB, Medical, 
Ad Groups Join in 
Self-Policing Effort 


New York, Aug. 27—The Na- 
tional Better Business Bureau is 
formulating a plan for the regula- 
tion of drug advertising. 

Over-the-counter medical reme- 
dies—available to the public with- 
out prescriptions—would come un- 
der the scrutiny of such a plan. 

Allan Bachman, exec vp of the 
NBBB, told ADVERTISING AGE to- 
day that the bureau met recently 
with representatives of the Amer- 
ican Assn. of Advertising Agencies 
and various media groups to dis- 
cuss this problem. 

A plan now being formulated 
will be presented to these repre- 
sentatives at another meeting in 
the fall, he said. 


s Mr. Bachman said the idea be- 
hind this program is to encourage 
the drug industry to do its own 
regulation to avoid government 
controls on such advertising. 

The BBB is also working with 
the American Medical Assn. on this 
problem, he said. The bureau has 
asked the AMA to supply names of 
medical specialists in various fields 
so that the BBB will be able to call 
upon these people to check the 
accuracy of claims made for medi- 
cal remedies. + 
Manger Promotes 50th Year 
With ‘Hospitality’ Theme 

The Manger Hotel Chain is 
spending $500,000 in advertising 
this year to celebrate its 50th an- 
niversary. Dominant 
theme is “50 Years of Golden Hos- 
pitality,” capitalizing on _ the 


chain’s policy and motto, “Man-| 


ger, the friendliest name in ho- 
tels.’” Advertising is running in 
news weeklies, entertainment mag- 
azines, business publications and 
newspapers in cities where the 
hotel has major branches. There 
are 12 Manger hotels. Ellington & 
Co., New York, handles the ac- 
count. 


;air conditioners, has announced it 
is junking its policy of annual 
model changes and labeling mod- 
els by years. 

The move, aimed at simplifying 
jmarketing, will take time to com- 
plete since some 1959 models are 
already too far advanced in de- 
velopment and promotion, accord- 
ing to Russell Gray, divisional vp 
|and general manager. 

“We will no longer change mod- 
els each year just for the sake 
of change or on a calendar cycle 
. . . We will not force obsolescence 
merely because of a_ different 
knob, a change in color or the 
location of a control,” he said. 


s “But,” 
on the market with new models 
when there are significant advanc- 
/es in performance and design. Our 
|decision will be guided by the rel- 
ative advantages to the con- 
sumer. 

“We feel,” said Mr. Gray, “this 


policy will give a distinct market- | Switching to BaW 


Monsanto Tests 
Reply Envelopes for 


Rez in ‘Woman’s Day’ 


Str. Louris, Aug. 27—Monsanto 
Chemical Co. will use business re- 
ply envelopes tipped to pages of 
the September Woman’s Day in a 
test promotion backing its Rez 
| wood sealer and finish. 

Gardner Advertising, which han- 
dles Rez, says this is the first time 
Woman’s Day has carried such en- 


| velopes and may be the first time | 


this has been done in any con- 
sumer magazine. 

The envelopes will be tipped to 
Rez ads and are intended to secure 
reader requests for a 56-page color 
booklet, “How to Make Wood a 


; : | Beautiful Part of Your Home.” 
WUNDAFUL—This b&w page is part) 


of a six-page “house tour” which |8 Woman's Day is distributed 


|Wunda Weve Carpet Co. is run-|through chain stores and news- 


he added, “we will be! 


ning in the October issue of House stands, hence is not covered by the 
Beautiful. | Postal regulation against placing 
| first class reply envelopes in mag- 


|azines mailed under bulk rates. 
Wunda Weve Adds | The Rez ad will be split-run = 


| ways: the New England and Mid- 

west editions will carry one-sixth- 
|page units without coupons; and 
| the Atlantic edition will carry page 


Magazine Units by 


ing advantage to our distributors | 
‘and dealers by making it possible | GREENVILLE, S. C., Aug. 26— 
‘for them to make future plans| Wunda Weve Carpet Co. which has 
‘without the annual fear of forced | ®!Ways advertised its wares in 
‘obsolete equipment. The decision | ©°l0r, is switching to b&w this fall. 
‘should result,” he added, “in the| The result will be more pages of 
stabilization of prices, inventory |#4vertising than the company has 
‘costs and seasonal adjustments.” |¢Vver Tun before. 

Carrier Corp. says it is the first); The campaign is built around a 


air conditioning manufacturer to 5!X-page “tour” of an elegant house | 


| which will run as six consecutive 


|\take this stand. = |* > 
j jright hand pages in the October 


‘Munsingwear Ads 
Push Coordinated 
Lingerie Wardrobe 


HoLLYwoop, Aug. 26—Hollywood 


V-ette Vassarette and Munsing-| 


wear, Hollywood’s parent com- 
pany, will introduce what is said 
to be the first coordination of bras, 
girdles, slips, petticoats, panties 
and sleep-styles, using’ a color 
spread in the September Harper's 
Bazaar and a b&w spread in the 
September issue of Vogue. 

Called Matchmakers, the coor- 
dination of the garments extends to 
identical plunge-lines and matched 
strap-lines for bras and slips, as 
well as mated colors, fabrics and 
trims. 


® As a “first,” the working out of 
the Matchmaker principle required 
eight months of planning, from the 
pre-design stage to promotion, ac- 
| cording to A. Byron Reed, manag- 
|er of marketing and advertising 
for Hollywood V-ette. 

The advertising and promotion 
campaign includes, in addition to 
the magazine advertising, trade 
ads, giant blow-ups, suggested 
|store layouts, window and interior 
display suggestions, mailers and 
color and b&w mats. 

Carson/Roberts, Los Angeles, is 
the agency. + 


| 


House Beautiful. The opening ad 
pictures the lady of the house 
opening the front door; the follow- 
ing pages picture her in various 
rooms of the house—all carpeted 
with different types of Wunda 
carpets. 


® The campaign will also run in 


|} units with coupons. The copy will 
vary. Woman’s Day was chosen 
for the test because of its regional 
flexibility, Gardner says. = 


Marketing & Ad 
Associates Adds 


Standard Brands Unit, 
Formerly at Thompson, 
Bills About $300,000 


PHILADELPHIA, Aug. 27—The 


the October Living for Young 
Homemakers, and the November 
issues of House & Garden and Sun- 
set Magazine—two pages (taken 
from the House Beautiful section) 
per magazine. 

A sales promotion package going 
to dealers includes rotating action 
displays, giant blowup displays, 
easel-backed laminated displays, 
ad mats and radio and tv commer- 
cials. 

Monroe F. Dreher Inc., 
York, is the agency. = 


New 


— 


Alamac Raises Budget 


Alamac Knitting Mills, New 


Fleischmann division of Standard 
| Brands Inc., New York, has ap- 
|pointed Marketing & Advertising 
| Associates, Philadelphia, to handle 
|its advertising to bakeries and in- 
| stitutions as of Oct. 1. 

The division had been handled 
|by J. Walter Thompson Co. for a 
number of years. It bills about 
$300,000 a year. 


Marketing & Advertising Asso- | 


|ciates will handle advertising for 
|Fleischmann yeast, frozen prod- 
ucts, leaveners, pecans, coffee, 
shortenings, puddings and gelatin. 


. Acquisition of this account pro- 


Fleischmann Unit 


Jenkins Spirits 
Names KM&J fo: 
Mixed Drink Lin 


Herman Katz, Former 
Exec of Jacob Ruppert, 
Heads New Advertiser 


MANCHESTER, N. H., Aug. 27— 
Jenkins Reddy Made, to be pro- 
|}moted as a new idea in mixed 
liquor drinks, will be launched 
Sept. 15 in New England by Jen- 
kins Spirits Corp. Ltd. 

Keyes, Madden & Jones, New 
| York, has been appointed to handle 
|the advertising campaign, which 
|will break Sept. 15. Nine vari- 
eties of mixed drinks will be mar- 
| keted—vodka and tonic, vodka and 
|orange juice, rum and cola, gin 
jand tonic, ginger ale highball, 
whisky sour, bourbon and soda, 
|gin rickey, and tom collins. Bot- 
tling will be. in 8 oz., 12 oz., and 
quart sizes. Newspapers, business 
papers, point of sale and direct 
mail advertising will be used. 


s Jenkins Spirits Corp. a newly 
| organized company, is headed by 
|Herman A. Katz, former vp and 
|sales manager of Jacob Ruppert, 
| New York brewer, and owner of 
the Country Club Soda Co., 
Springfield, Mass. 

Mr. Katz left Ruppert in the 
| fall of 1954, reportedly because of 
\ill health (AA, Sept. 13, °54). 
| While with Ruppert, which he 
joined in 1949, Mr. Katz was cred- 
|ited with pulling the brewery out 
of a severe sales slump by chang- 
jing the formula of the company’s 
Knickerbocker beer, changing 
|the advertising approach and 
lintrocucing new merchandisirg 
|methods (AA, July 21, °52). 


s Mr: Katz also operated Country 
Club Soda Co. from 1935; in 1953, 
he reportedly received $280,000 in 
brokerage fees from Ruppert as a 
distributor of Knickerbocker beer 
in Massachusetts. In 1957 he re- 
joined Ruppert as a director, but 
lis said to have sold most of his 
‘stock in Country Club Soda Co. 
since then. 

If the new Jenkins Reddy Made 
mixed drinks are successful in the 
New England area, it is planned 
|to extend the marketing program 
on a national basis, region by re- 
| gion as rapidly as conditions war- 
rant. + 


York, has raised its advertising | yides a big boost for the agency and | 


budget to $250,000, the highest in| jts president, Albert A. Eisenstat. 
its 15-year history. Color pages/]t will place the agency’s billings 
will run in Charm, Glamour, Har-| in the $1,000,000 class for the first 
per’s Bazaar, Mademoiselle, New \time since Mr. Eisenstat parted 
York Times Magazine and Vogue. company with Sol E. Zubrow in 
The trade campaign includes a se-| 1955 after S. E. Zubrow Inc. lost 
ries of 20 page ads in Women’s| Fels & Co. 

Wear Daily plus insertions in Cal-| The Fleischmann division is a 
ifornia Girl, California Stylist, natural for the local agency since 
Daily News Record, and Knitted wr. Kisenstat has specialized in 
Outerwear Times. Altman-Stoll- handling advertising, 


, promotion 
er, New York, is the agency. 


and merchandising for wholesale 


| bakeries in the East. 
Among his accounts are Messing 
Bakeries Inc., Brooklyn, N.Y.; 


‘Playboy’ Shows 
Ad Loss for ‘57 
But Stays Profitable 


Cuicaco, Aug. 27—Playboy has 
released its annual statement for 
the year ended Dec. 31. Its state- 
ment shows that the magazine had 
}a net profit before federal income 
|taxes of $73,710. 


| 
lof $506,953 in 1957, direct adver- 
tising costs of $681,186 resulted i: 


| Despite net sales of advertising 


advertising | 


BES tHe OF vooe bu 
} eee eee 


ie — 
* —-— 
+ al ~ 


seheces 


| cotorFut—This Women’s Wear Daily reprint shows the Vogue ad, 
Oct. 1, which introduces Munsingwear’s coordinated lingerie. 


Fleischmann’s Bakery, Philadel- 4 $174,234 loss, offset by profit 
phia (not associated with the new apie newsstand, subscription an 
| account); Heimbach Baking Corp., | product operations. 

| Allentown, Pa.; Williams Baking Net newsstand sales in 19 
/Co., Seranton, Pa., and Wilbur | were $2,326,983; subscription re 
|Suchard Chocolate Inc., a supplier} enye was $513,247; and sale 


to the baking industry. + |Playboy products was $186,2 


| Total income therefore, includ 
‘Motorland’ Names Two jadvertising, was $3,533,472 f 
William C. Ellis, formerly direc- | Pperations. 
tor of advertising and sales pro-| 
motion of West Coast Life Insur-|# Playboy also reports tha 
ance Co., San Francisco, has been advertising revenue for the 
appointed editor of Motorland and six months of 1958 is up 76% 
manager of the News Bureau of| the same period in 1957. It 
the California State Automobile|says that its circulation fo) 
Assn. Ben C. Tarnutzer, ad man-| first half of 1958 averaged 85: 
jager of Motorland, has been as-| (ABC) per month—the ‘2 
signed additional duties as busi- 
{ness manager of the magazine. 


circulation in Playboy’s » Vveul 
| history.+ 
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‘59 Jantzen Push 
Uses Magazines, 
Dailies, Outdoor 


PORTLAND, OrRE., Aug. 27—Jant- 
zen’s women’s wear lines will be 
more intensively advertised in 
1959 through four-color pages in 
women’s fashion magazines, in 
newspapers and on outdoor posters 
in winter and summer resort areas, 
according to Bruce Sturm, director 
of advertising and promotion, at 
the headquarters of Jantzen Inc. 
here. More than 200 Jantzen people 
from the U.S. and several foreign 
countries met at the Jantzen In- 
ternational swimwear convention 
in Portland this week for.a pre- 


Sturm 


Durkee Heinemann 


Mascott 


PREVIEW—Looking at a Jantzen Inc. ad for the new season are Burton 

Durkee, exec vp of Botsford, Constantine & Gardner; Mitchell 

Heinemann, exec vp, and Bruce Sturm, director of advertising and 
promotion, both of Jantzen, and Mary Mascott, model. 


view of the 1959 lines and of the 


don pane. ne and Prome™ Zelart's Feldman Tells How Packers 


® The 1959 Jantzen women’s wear 
campaign will break with a spread | 
in the November issue of Harper’s | 
Bazaar, plus a spread in the Janu- 
ary issue. Present plans include 
color pages in Charm, Glamour, | 
Harper’s Bazaar, Life, Mademoi- | 


selle, Seventeen and Vogue along Halo, Prell, Arrid, Q-Tips 
with newspaper pages in approxi- 


: GE peg wee New York, Aug. 26—The trav- 
mately 80-markets = connection | ail—mostly packaging and pricing 
with special promosons. ? |—that toiletry rack jobbers go 
The '59 men’s wear line will be} , 
advertised in b&w pages in Es-| w+; was outlined by Irving Feld- 
quire, Life, The New Yorker and | man president Zelart Drug Co. 
Sports Illustrated. The ads will fea-| ang unquestionably @ men with 
ture photographs of top sports per- 7 
sonalities. 

The men’s division will be fur- 
ther promoted through the popular | 
series of booklets written by ex- 
perts on golf, water skiing, swim~-|ta) time spent in price-marking 
ming and life saving. These are sold |operations, two-thirds is ‘in pre- 
to the stores for in-store giveaway | 
and direct mail. They have been! actyal pricing. Some of the tech- 
printed in foreign languages and) niques which make life unbear- 
proved very effective during the; _ 
current season. 


One insertion in the Life sched-! American Optical, 
ule will cover family styles, in- | tree 
Handmacher Joinin 
@ Jantzen’s 1959 promotion plans Eyeglasses-Style Ads 


cluding the children’s wear line. | 

include elaborate counter cards,| Sournsripce, Mass., Aug. 27— 
style folders, direct mail pieces, li-| American Optical Co., here, and 
cense plate stickers, merchandise | }#andmacher-Vogel, New York, 
selling racks, and animated dis- | have joined forces in a color spread 


But Some Products Are 
Good Enough to Eat— 


tives Club last week. 


study which found that of the to- 


plays in the women’s wear divi- in the September Harper’s Ba- 
sion, plus sales clinic plans for re-| ~gqyr. 
tail personnel. The page-apiece ad is headed 


Burton Durkee, exec vp of the 
Portland office of Botsford, Con- 
stantine & Gardner, is account 
supervisor. = 


“Look Your Very Best . your 
suit by Handmacher ... your eye- 
wear by American Optical.” The 
suited models (neither of whom is 
| wearing glasses) are framed in the 
lenses of stylized glasses. 

The cooperative ad in Harper’s 
Bazaar is another step in establish- 
ing eyewear as a fashion accessory, 
American Optical says, and follows 
a campaign started last spring. 

Sutherland-Abbott, Boston, is 
the American Optical agency; 
Grant Advertising, New York, is 
Handmacher-Vogel’s agency. = 


Zier Joins Rea, Fuller 

Robert H. Zier has been appoint- | 
ed media director and an account 
executive of Rea, Fuller & Co., 
New York. He formerly was ad- 
vertising manager of Sandvik 
Steel Corp., American branch of 
the Swedish steel and tool manu- 
facturer. 


FRAMED—This cooperative color spread by American Optical Co. and 
Handmacher-Vogel is appearing in the September Harper’s Bazaar. 


through in order to sell their prod- | 


a_ cast-iron stomach—to a meet-| 
ing of the Merchandising Execu-| 


of Toiletries Create Rack Jobber Woes 


able for the rack jobbers were out- 
lined: 


e A “mystery case’—an un- 
marked carton containing ‘abso- 
lutely not one word telling what’s 
inside. We never sell 'em, we just 


buy ’em,” commented Mr. Feld-| 


man. 


e Cartons that are packaged so 
that it is impossible to price-mark 
the items without first dumping 
the contents and then repacking 
them for shipment. 


| Mr. Feldman pointed to a recent e Cartons which do not contain 


instructions on how to open for 
easy price-marking. 


e Items with “10¢ off’? marked on 


paration and only one-third in| the package. “10¢ off what?” Mr. 


Feldman wanted to know. 


e Two tubes of the same size 
toothpaste, each with a different 
saving marked on the carton. 


e A trend by shampoo manufac- 

turers to eliminate individual car- 

tons—thus eliminating stacking— 
(Continued on Page 60) 


New ‘Chatelaine’s’ 
First Issue Scores 
Ad Revenue Record 


TORONTO, Aug. 27—A new Chat- 
elaine, beefed up with the incor- 
poration of Canadian Home Jour- 
nal and revamped as a new 
magazine of broad interest to to- 
day’s Canadian women, hit Ca- 
nadian newsstands this week. 

Advertisers gave it a rousing 
send-off with the highest advertis- 
ing revenue ever attained in a 
single issue of any Canadian maga- 
zine. Advertising linage is up 35'% 
over the September, 1957, Chate- 
laine while ad revenue is up 100% 
because of the new circulation fig- 
ure. 

The new Chatelaine’s circula- 
tion will be “substantially more” 
than the previously predicted 675,- 
000, according to C. J. Laurin, the 
magazine’s manager, because there 
were fewer duplications in the sub- 
scription lists of Chatelaine and 


| Canadian Home Journal than had 


been expected. 


® Maclean-Hunter Publishing Co., 
Toronto, publisher of Chatelaine, 
acquired Canadian Home Journal 
last spring from Consolidated Press 
Ltd. (AA, May 19). Unfulfilled 
subscriptions to the Journal will 
be fulfilled with Chatelaine be- 
ginning with this September issue. 

The revamped Chatelaine’s first 
issue carries 128 pages and sports 
a new cover make-up, new logo, 
new type faces and a_ broader 
range of editorial coverage, includ- 
ing many of the features of the 
Journal, = 


‘57 Auto Ad Spending 
Off 6.1% as Sales Fell 


Per-Unit Ad Cost Fell 
to $30.69—4.8% Below 
‘56, AA Study Shows 


By Betty Cochran 


Cuicaco, Aug. 26—Ad costs per 
car fell to an average of $30.69 in 
measured media in 1957 from the 
| $32.24 (revised) reported for 1956 
|\—a 48% drop—according to Ap- 
|VERTISING AGE’s seventh annual 
|study of the relationship between 
jad investments and car sales. 
| The total measured-media ad in- 


Donner, Gordon 
Take Helm at GM 


as Curtice Retires 


Detroit, Aug. 28—Frederic G. 
| Donner, a 32-year veteran of Gen- 
jeral Motors Corp., a_ director 
since 1942 and ehairman of the 
|fiscal policy committee, is GM’s 
new board chairman and chief 
executive officer succeeding Albert 
Bradley who is retiring Sept. 1. 

Replacing president Harlow H. 
Curtice, also retiring Sept. 1, is 
John F. Gordon, formerly vp and 
group executive in charge of the 
body and assembly divisions of 
GM. An engineer, he rose within 
the Cadillac and Allison divisions 
to vp in charge of GM's central 
engineering staff. He has been a 
GM director since 1951. 


® Both Messrs. Curtice and Brad- 
ley will continue as members of 
| the board and of the finance com- 
mittee. Mr. Bradley also will con- 


tinue as a member of the bonus 
and salary committee. 
Simultaneous with these ap- 


pointments, GM announced a shift 
in its corporate structure, designa- 
ting the chairman of the board as 
ithe chief executive officer of the 
corporation and a full time em- 
‘ploye of the corporation. 

The title of chief executive of- 
ficer has been with the president, 
Mr. Curtice. It is now to be held 
by the board chairman, Mr. Don- 
ner. Mr. Gordon, the new presi- 
dent, is designated GM's chief 
operating officer. 


|@ The board has also redesignated 
ithe financial policy and the op- 
erations policy committees as the 
finance and the executive commit- 
tees respectively. Mr. Donner con- 
tinues as head of the finance 
unit, and Mr. Gordon and Louis C. 
Goad, exec vp for automotive op- 
erations, have been elected to this 
committee. 

The two committees have been 
officially designated the governing 
committees of the corporation. = 


Toledo Cracks Down 
on Ad Literature 


Put on and in Cars 


TOLEDO, O., Aug. 26—Police have 
been ordered to crack down on the 
placing of advertising literature on 
and in automobiles. 


Frank J. Baumgartner, traffic 
inspector, said widespread com- 
plaints had been received about 
car deal offers placed on wind- 
shields and the seats of parked 


automobiles. 

Inspector Baumgartner said the 
downtown area was flooded with 
the literature and that the Colony 
district also had been littered with 
ecards and circulars. 

A city ordinance prohibits any- 
one other than the owner from de- 
positing advertising matter in or 
on an automobile. = 


'vestment for U.S. automobiles also 


dropped by 6.1% to $177,461,590 in 
1957 from the 1956 total of $188,- 
953,458. New car registrations were 
off only 1.3% —to 5,782,977—in 
1957, from the total of 5,860,340 in 
1956. 

New car registrations, however, 
according to Automotive News 
Almanac, actually showed an over- 
all increase for '57 over the previ- 
ous year if “miscellaneous” makes 
are included. Sales of miscellane- 
ous makes registered in 1957 num- 
bered 199,365, bringing the total 
new car registrations to 5,982,342. 
In 1956 sales of miscellaneous 
makes totaled 94,908, bringing the 
total new car registrations to 5,- 
955,248. For the purposes of this 
computation, however, the “mis- 
cellaneous” cars are excluded. 

Though per-car spending 
dropped in 1957, it was still higher 
than the $27.33 average for 1955, 
when 7,117,894 new cars were sold 


at a measured-media ad cost of 


| $194,540,621. 


® These advertising figures should 
be taken as an indication only. 
Computations were made from 
available measured advertising 
figures. These include factory- 
placed advertising in newspapers, 
magazines, network and spot tele- 
vision and outdoor. Network radio 
has not been measured since ‘he 
first seven months of 1955—thus 
throwing off the comparative fig- 
ures for subsequent years. Spot 
tv has been measured only since 
the fourth quarter of 1955 and is 
included in this computation for 
the first time in 1957 figures 
Furthermore, measured media 
figures in themselves are not strict- 
(Continued on Page 60) 


Armour Introduces 


Inserts for Pre-Pack 
Meat, Foil Can Labels 


CuicaGco, Aug. 27—Armour & Co 
plans to provide brand identity for 
store prepackaged beef cuts in a 
new to 


program get under way 
in September 
In the program, meat retailers 


will be supplied free gold and sil- 
ver colored foil inserts for the 
transparent wrapper of the self- 
service package. The inserts are 
shaped like miniature prize rib- 
bons and specify the Armour brand 
of the cut. 


® The company’s two top brands 
only will be used in the program 
—a gold ribbon for Armour Star 
De Luxe and a silver for Armour 

Armour also is introducing new 


colored aluminum foil labels. on 
its canned meats. The new pack- 
ages, to go into distribution in 


September, were designed by Ray- 
mond Loewy. = 


NEW—Armour & Co. will use new 
aluminum foil labels on its canned 


meats starting in September, 
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De Beers Diamond 


Ads Will Come 
Back to Earth 


PHILADELPHIA, Aug. 28—De 
Beers Consolidated Mines Ltd. 
opens its 20th year of advertising 
of diamonds with a _ 12-month 
compaign starting Sept. 1. 

In all that time, with N. W. Ayer 
& Son as its agency, De Beers has 
courted the engagement ring mar- 
ket. This year, a series featuring 
diamond engagement rings will use 
nine full-color bleed spreads in 
The Saturday Evening Post and 
Look and four in Reader's Digest. 
Artist Leona Wood and photogra- 
phers Donald Mack and Bert Stern 
will provide the illustrations which 
will explore the field of earth- 
bound nature, rather than the 
stars and constellations previously 


5 EA SONTD Pe Wenseery ee } 


used. The “A Diamond Is Forever” 
theme and the familiar blurred 


| illustrations will still be used. 


In the past three years De Beers 
has added a campaign featuring 
diamonds as a gift for anniversa- 
ries and other special occasions. 
This series will run in Time, The 


New Yorker, Newsweek, National 
Geographic and Town & Country, 
with six to eight insertions in 
each magazine. These will be two- 
color pages using photos to il- 


lustrate the theme, “Treasured be- 


yond all other gifts.” 


A third campaign is aimed at > 


the international diamond market, 
using the international editions of 
Reader’s Digest. Four insertions 
will be used, each consisting of 


two facing full-color bleed pages. | 


Newspaper R.O.P. Up 6.8% 

Newspaper r.o.p. color linage in 
July was 8,950,388 lines, up 6.8% 
from 8,378,161 lines in July, 1957, 
according to the Hoe report. Data 
are based on a Media Records 
check of 415 newspapers in 134 
cities. 


Y&R Gets V.O. in Venezuela 

The Caracas office of Young & 
Rubicam has been named to han- 
dle advertising for Seagram’s V.O. 
whisky in Venezuela. 


FLOYD D. SMITH, Pacific Northwest Sales Supervisor, 
RANCHO SOUP COMPANY 


“You can't sell the Puget Sound 
Market without Tacoma” 


“Tacoma is a major market in the Pacific Northwest,” says Mr. 


Smith, “and is vital to Rancho’s success in this prosperous area. 


The Tacoma News Tribune is the only newspaper with enough in- 


fluence and circulation in its market to effectively sell merchandise. 


That’s why I insist that our advertising be placed in the Tacoma 
News Tribune in addition to a leading Seattle daily.” 


Circulation of the Tacoma News Tribune 


MORE THAN 83,000 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 


Represented by SAW YER-FERGUSON-WALKER COMPANY, inc. 


NEW YORK e CHICAGO ¢ PHILADELPHIA e DETROIT 
ATLANTA e LOS ANGELES e SAN FRANCISCO e SEATTLE 


Advertising Age, September 1, |] 


Highlights of This Week's Issue 


The top 100 advertisers spent 6°) more in 
the first half of 1958 than they had in 
the similar period last year, PIB re- 
ports. Spending this year was $435,597,- 
105 compared with $409,120,410 last 
year , Page 1 


|Commerce Department's proposals for con- 
trolling billboards on the nation’s inter- 
state highway system leave big question 
| dangling: Who qualifies? Page 1 


TV stations and networks did more busi- 


ness in 1957, but had less profit, the 
| Federal Communications Commission 
Page 1 


reports 


| Carrier Corp. announces it will junk its 
policy of forced obsolescence in a move 
aimed at simplifying marketing, will in- 
troduce new models when there are sig- 
nificant advances in performance and 
design Page 2 


Wunda Weve Carpet Ce. is switching its 
ads from color to b&w, thereby en- 
abling it to add more pages of advertis- 
ing in its magazine schedule Page 2 


Monsanto Chemical Co. will use business 
| reply envelopes tipped to pages of the 
September Woman's Day in a test pro- 
motion backing its Rez wood sealer 
|} and finish Page 2 


The National Better Business Bureau has 
met with representatives of the Ameri- 
ean Assn. of Advertising Agencies and 
various media groups as well as with the 

American Medical Assn. to formulate a 
plan for the regulation of drug adver- 


tising Page 2 


Hollywood V-ette Vassarette and Munsing- 
wear, its parent company, will introduce 


a line of coordinated bras, girdles, 

petticoats, panties and _ sleep 
styles Page 2 
Automobile advertising costs in 1957 


| 
| slips, 
| 


dropped below those of 1956—with ihe 
ad cost per car in 1957 at $30.69 com- 
pared with $32.24 the year before, ac- 
cording to Advertising Age's computa- 


tions from available measured me- 
dia Page 3 
Rack jobbers’ woes are multiplied by toi- 
letries packaging which makes price 


|| marking a complicated and arduous as 
well time-consuming task, Irving 
Feldman, president of Zelart Drug Co., 
tells Merchandising Executives Club as 
he samples the products Page 3 


as 


| Jantzen’s women’s wear lines wi!l be more 
intensively advertised in 1959 through 
four-color pages in women's fashion 
magazines, in newspapers and on out- 
door posters in winter and summer re- 
sort areas Page 3 


Toledo police are ordered to crack down 
on auto advertising literature placed on 
and in automobiles Page 3% 


American Optical Co. and Handmach 
Vogel join forces in a color spread i; 
September Harper's Bazaar promo 
eyeglasses as a fashion accessory . Pa, 


Vick Chemical Co. completes negotiat 
for the acquisition of Lavoris Co. 
year-old Minneapolis mouthwash ; 
ufacturer Page 


Oldsmobile dazzies its dealers wit} 
glossy production of a Broadway 
cal, “Good News,” adapted to < 
Olds’ sales message for its 
autos Pag: 


Advertising will be strengthened by 
Internal Revenue Service's decisio: 
disallow tax deductions for cont: 
tions to the Electric Companies Ad\ 
tising Program, Sen. Estes Kefau 
Says : Page 

Television must find a new pattern 
order to compete for the consums: 
leisure time, Dore Schary, movie m 
er, says Page 


An advertiser gives the advertiser's s 
on the question of questionnaires 
agency solicitations Page 


‘4 

Why not try re-testing those new produ 
which failed before, E. B. Weiss a 
remarking that some of these produ 
would probably catch on if given 


other chance Page 36 


1959 will be the “‘most prosperous vea: 
American history,”” McCann-Ericks 
predicts Page is 


Post Office introduces new mail hand! 
system to give the New York metrop 
itan area faster service Page 


Retail and general ad linage for 
papers was up in July, although 
ad linage for seven-month period 
down Page 43 
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What They're Saying 


MacManus, John Shuttles 
Cadillac, Pontiac Teams 
Hovey Hagerman, senior vp and 
formerly Pontiac supervisor, has 
been appointed Cadillac supervisor 
at MacManus, John & Adams, 
Bloomfield Hills, Mich. He will 
serve under Charles F. Adams, vp 
and executive assistant to the 


To reach 


corporate, 

and private 
**money men”’ 
whose opinions 
shape 
corporate 
reputations... 


NEW YORK 
50 Broadway 


BOSTON 


388 Newbury St 


the professional, 


BARR 


president. Succeeding Mr. Hager- 
man as Pontiac supervisor is 


James H. Graham, formerly Pon- 
tiac account executive. 

Robert E. Field, formerly assist- 
ant, becomes account executive on 
Cadillac; Colin John, formerly as- 
sociate, becomes Pontiac 
executive. 


account 
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We didn’t choose our street with this in mind but... 


... could be there’s a reason why The Times lives on First 
Street in Los Angeles. 

The Times is first in Los Angeles—first in public service, in 
circulation, in advertising. 

First by more dramatic margins than ever before. 

Since ABC called at First Street a year ago, The Times has 
jumped its weekday circulation by another 22,000—substan- 
tially more than the gains of the other three metropolitan news- 


papers combined. Times weekday circulation is now a thumping 
128,000 ahead of the second-ranked metropolitan daily. 

Same story on Sunday. The Times gained 19,000 while the 
second Sunday paper lost 8,000—leaving it 163,000 copies 
behind The Times’ new ALL-TIME RECORD OF 878,219. 

Maybe destiny had a hand in choosing our address so many 
years ago. At any rate, we have no intention of moving from 
our present location. 


First in the nation’s No. 2 market LOS Ang eles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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This Week in Washington .. . 


P.0. Relents; Congress to Be Given 
Look-in at Foreign Postal Hike Plan 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Aug. 28—Postal of- 
ficials are expected to announce 
soon a new proposal backing away 
from the drastic increases in inter- 
national mail rates which had been 
proposed early this summer. In- 
stead of a 50% to 100% (and more) 
increase on books and periodicals, 
the department is ready to agree 
to a smaller increase Jan. 1 and 
to withhold further action until 


Congress has a chance to study the | 


problem. 


Originally the 50% hike on 


books was to be effective Aug. 1) 


and the stiffer increases for period- 
icals on Jan. 1. But the rate plan 
was suspended and marked for 
revision after the State Department 
and U.S. Information Agency 
joined publishers in protesting that 
increases would inevitably inter- 
fere with efforts to make friends 
abroad. 


Initially, the Post Office was in 
a position where it seemed to be 
|putting its own fiscal welfare ahead 
of the welfare of the rest of the 
‘government. Its representatives 
argued that Congress has not list- 
ed international mail among the 
services which may be handled at 
less than cost. Some exhorted pri- 
vately, “If the State Department 
wants to subsidize publishers, it 
ought to go to Congress for an ap- 
propriation.” 

In the end, however, the Post 
Office recognized that all the de- 
partments of the government ought 
to play on the same team. With 
costs up sharply in the four years 
since the last 
hike, it insists some adjustment 
must be effective Jan. 1. On the 
other hand it conceded that Con- 


international rate | 


Advertising Age, September 1, 19 


gress ought to have a chance to 
take a look at the situation. 


Impetuous Sen. 
Dirksen Drops Everett M. Dirk- 
Pet Measure sen (R., ILL) 
nearly became a 
fatal stumbling block for the food 
additives bill in the final hours 
of the recent congressional ses- 
sion. After years of quibbling, in- 
dustry and government officials | 
decided less than three weeks ago! 
to unite behind H.R.13254, a 
middle-of-the-road plan to pre- 
vent use of unsafe chemicals in 
foods. Their bill swept through 
the House unanimously, and the 
skids were greased in the Senate— 
until Sen. Dirksen bumbled in. 
Annoyed because the Senate ju- 
diciary committee pigeonholed the 


KRON is TV in SF 


aS 


-_ 


sports anti-trust exemption he h 
supported, Sen. Dirksen block: 
the food bill Wednesday by pr: 
posing the sports bill as a rid: 
With Congress rushing to adjour 
the Senate had no stomach for 
debate, it looked as if the food b 
would die. 

Two days later, however, 
greatly embarrassed Sen. Dirks. 
took the floor to report that 
was barraged with protests fr: 
all over the country. “I have ; 


|indicated that I am opposed to 1 


bill,” he said. “In fact I favor it 

With his sports rider removed, {/ 

bill cleared Congress just befor 

adjournment Saturday, comple:: 
with a non-controversial Senat. 
amendment raising the salary o; 
debate and it looked as if the food 
bill would die. 


+ In his one-man 
Pay TV. Sports effort to salvage 
Seen Linked the sports bil! 

: Sen. Dirksen 


sought to meet the objections of 
broadcasters by putting a limit on 
the kinds of radio and tv “black- 
outs” which sports czars could en- 
force. 

Under his plan, “blackouts” 
could be arranged within 75 miles 


|of any city where a team is play- 
|ing. But there would be no cross- 
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fertilization—in other words, no 
agreement to black out hockey be- 
cause the local pro _ basketbal! 
team might be scheduled to play. 

Bigtime sports is expected to re- 
new its pressure for an anti-trust 
exemption as soon as the new 
Congress organizes. Meanwhile, 
opponents of the sports bill con- 
tinue to see a link between sports 
and pay tv. 

Rep. Emanuel Celler (D., N.Y) 
noted that International Telemeter 
has circulated a letter contendin 
that pay tv is the most promising 
way to assure survival of base- 
ball. “Perhaps it is only coinci- 
dence,” he told the House, “that 
the Washington counsel (former 
FCC Chairman Paul Porter) for 
this concern happens also to be 
Washington counsel for the high 
commissioner of organized base- 
ball.” 


Congress found 
time Saturday to 
put finishing 
touches on legis- 
lation which prevents food chains 
and other food processors from 
escaping FTC jurisdiction by using 
the “meat packer loophole.” 

Enlarging on an argument used 
successfully by Armour & Co. a 
few years ago to get dismissal of 
a false advertising complaint 
against “Cloverbloom 99” marga- 
rine, food industry members facing 
FTC action have been claiming 
immunity on the grounds that the 
Stockyards Act gives the Depart- 
ment of Agriculture exclusive re- 
sponsibility to regulate businesses 
engaged in meat packing. In one 
instance recently a big food chain 
claimed—and got—sanctuary be- 
cause it owned 100 shares of Ar- 
mour stock. 

As approved by Congress Satur- 
day, the stockyards exemption is 
narrowed so that meat packers 
have it only for processing and 
wholesaling of meat products 
Packing and wholesaling of non- 
meat products (such as marga- 
rine) and all activities at the re 
tail level become exclusively th 
concern of FTC. = 


Meat Packer 
Gaps Plugged 


Clark & Bobertz, 
Betteridge & Co. Merge 

Clark & Bobertz, Detroit, h 
absorbed Betteridge & Co., whit 
becomes the third agency to | 
merged with Clark & Bobe! 


| within the past three months. T 


others are Castle-Werner a 
Bingham Technical Advertisi! 
The heads of the merged agenc 
have joined the C&B staff. Th 
are Harry W. Betteridge, Richa | 
S. Werner and Fred Bingham. 
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: WHILE FRANK CRESSEY’s Hossy is sculpture, his full-time job is in 
DuPont’s giant new commercial explosives plant, in North Bay, 
' Ontario, where industry is booming as never before. 


Look at the facts: 

e The new $7,000,000 DuPont plant, the most modern of its kind in 
North America, is now in full operation producing explosives for 
Canada’s great mining industry. 
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e A giant new Canadian Johns Manville plant is now in full swing, 
using natural resources from the area to produce insulating board 
and wall panelling for a Canada-wide market. This new plant 
represents a major portion of a $65,000,000 Canadian Johns 
Manville expansion program in this country. 


Meet a North Bay, Ontario 
EXPLOSIVES WORKER 
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e A new 1400 bed $7,000,000 Ontario Hospital, employing a staff of 
600 has recently been opened at North Bay. 


These examples are just some of the good reasons why North Bay’s 
21,020 people can now boast a family income of $6,420.00 annually 
and the city’s retail sales figure stands at $35,215,000. 

To sell North Bay, you must use The DAILY NUGGET, the Daily 
Newspaper in North Bay. It gives over 100°, coverage of the house- 
holds in North Bay—over 85°,, coverage of the entire North Bay 
retail trading zone. 


FREE MARKET INFORMATION 
Ask your Southam representative for a free booklet featuring com- 
plete up-to-date market information on North Bay. 


OTTAWA Citizen HAMILTON Spectator 
MEDICINE HAT News CALGARY Herald 


NORTH BAY Nugget WINNIPEG Tribune 
EDMONTON Journal VANCOUVER Province* 


*Published for Pacitic Press Ltd 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL —The Southam Newspapers, 1070 Bleury St., J.C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 
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Chaos Reigns 


as U.S. Okays 
Outdoor Curbs 


(Continued from Page 1) 
vertising privileges are extended 
only to “places for camping, lodg- 
ing, eating, and vehicle service 
and repair,” but with a proviso 
that a trademark or brand name 
may not be used “unless it iden- 
tifies or characterizes such place 
or identifies vehicle service, equip- 
ment, parts, accessories, fuels, oils 
or lubricants being offered for sale 
at such a place.” 

In their published form the 
standards are almost _ identical 
with the next-to-final version 


eClass 4...signs 


which was made available to cer-| 


tain members of Congress last 
week (AA, Aug. 25). Members of 
industry and others now have 30 


days in which to record their re- | 


action before another—and prob- 
ably final—version is drafted. 
For the most part, the 


icy outlined recently by Commerce 
Secretary Sinclair Weeks of dis- 
couraging brand name advertis- 
ing, and confining advertising to 


Ghaster Rips Outdoor Curbs 
Cuicaco, Aug. 29—Federal reg- 


ulations released yesterday consti- | 


tute a complete ban on standard- 
ized outdoor advertising and a 
virtual ban on all highway adver- 
tising in those areas designated by 
the regulations, Karl L. Ghaster 
Jr., general manager of Outdoor 
Advertising Assn. of America, 
charged today. 

“The proposed regulations vio- 
late the expressed intent of Con- 
gress in passing the bili,” he said. 
“In all discussions of the bill on 
the floor of Congress ‘regulation’ 
was emphasized throughout. Even 


those who were opposed to outdoor | 


advertising insisted that complete 
prohibition was not intended.” = 


special roadside information sites 
to the greatest extent possible. 

Under the standards, states are 
encouraged to provide special in- 
formation sites where advertising 
notices can be grouped on large 
panels which will not be visible 
from the highway. Where infor- 
mation areas are not provided, 
qualified advertisers will be al- 
lowed to have individual signs if 
sites are available. 


s Drafted to carry out policies 
outlined by Congress in anti-bill- 
board legislation adopted earlier 
this year, the standards will be 
used in working out billboard con- 
trol agreements with individual 
states participating in the high- 
way program. 

If the state agrees to control 
billboards and adopts regulations 
which meet the minimum spelled 
out in the federal standard, it will 
receive an additional contribution 
toward its road program equal to 
5% of the cost of the program. 

Under the law, states will not 
be required to apply the billboard 
regulations along portions of the 
highway built on existing right- 
of-way. States may also apply for 
exemption. 


® As published for comment the 
standards recognize four classes 
of “advertiser,” which will be per- 
mitted to have signs along the 


road. Class 1 is official signs, and | 


there is no restriction on them. 
Class 2 consists of signs for prop- 
erty for sale within the 660’ “pro- 
tected zone” along the highway. 
One such sign may be erected on 
any site, or on any premises doing 
business along the road. Class ? 
covers all businesses located with- 
in 12 miles of a highway, while 


stand- | 
ards appear to carry out the pol-| 


Class 4 is defined as “signs in the 
specific interest of the traveling 
public.” ; 

Much of the discussion touched 
off by the rules is likely to center 
on the provisions dealing with 


interest of the traveling public. 
Part of the controversy stems 
from the question: “What is of 


interest to the traveling public?” | 


In framing the rules, officials 
have taken the position that only 


immediate concern to the motorist 
should be regarded as being in 


“the specific interest of the trav-| 


eling public.” During a recent 
Senate hearing, Commerce Secre- 
tary Sinclair Weeks said he was 
drawing the line at places for 


ice and repairs. 

His statement prompted Sen. 
/Roman Hruska (R., Neb.) to pro- 
test that many other kinds of 
business are important to travel- 
elers, too. 


® As published today, the ranks 
(of businesses interesting to trav- 
elers has been expanded only to 


and for outdoor recreation. This 
change was in response to a sug- 
gestion received last week from 
Sen. Richard Neuberger (D., Ore.) 
and Sen. Thomas Kuchel (R., 
Cal.), two of the strongest advo- 
cates of stiff billboard control 
regulations. : 

Of particular interest to adver- 
|tising people is the discussion al- 
ready getting under way over “who 
qualifies” as a Class 4 advertiser. 

In their published form, the 
standards do not place any geo- 
graphical limit on camping, lodg- 
ing, eating, and vehicle service 
and repair places eligible to have 
advertising privileges on the high- 
way. Nor do they place a physical 
limit on the use of trademarks for 
vehicle service, equipment, parts, 
accessories, fuels, oils or lubri- 
cants being offered for sale at 
such places. 

Officials of the Bureau of Pub- 
lic Roads privately say, however 
that the scope of the authoriza- 
tion, if it remains unchanged, may 
prove to be more confining than a 
fast reading would suggest. 

In addition, they say there is 
no certainty the Class 4 standards 
will not be revised. One official 
indicated a more drastic version 
had already been drafted and gen- 
erally approved within the de- 
partment for consideration when 
the current version is reconsid- 
ered. 


® The standards not only seek t- 
concentrate signs in information 
areas, but they also prescribe 
physical specifications for them. 
Panels in the roadside information 
sites are not to be more than 13’ 
high and 25’ long, including bor- 


der and trim, and no individual | 


|advertiser may use more than 12 


sq. ft. on the panel. No moving or | 


animated part will be allowed, anc 
only white lighting is permitted. 

When there is no information 
site within 12 miles of a Class 3 
advertiser, or within 30 miles of 
an exit leading to a Class 4 ad- 


vertiser, the advertiser is eligible) 


to qualify for an individual sign 
inside the 660’ “protected area.” 
However, no individual signs are 
|to be built within two miles of an 
interchange, only six in the zone 
two to five miles from the inter- 
change, and no more than one per 
mile at distances more than five 
miles from an interchange. Indi- 
vidual signs are limited to a max- 
imum of 10’ in height and 60 sq. 
ft. (exclusive of trim and sup- 
|ports), and there are tough re- 
\strictions on lighting, animated 
parts and other special effects. 

| Comments on the rules are tc 
'be submitted to the Federal High- 
way Administrator, Bureau of 
Public Roads, Washington 25, D.C., 
| by Sept. 28, + 


inthe specific | 


advertisers having something of| | 


include places suited for camping | 
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Enjoy Your Own 


ESTHER WILLIAMS 
SWIMMING POOL 


ia Soin at | 
p~-_— ; 


miner 


lodging, eating and vehicle serv- |= 


= he the Paces Rite 

‘LOW COST CoLOR—The full color 
swimming pool engraving in this 
ad was produced for $41 in a new 
process developed by the Battle 
Creek Enquirer & News. 


New Low-Cost R.O.P. 
‘Color Method Found 
By Michigan Daily 

| BATTLE CREEK, Micu., Aug. 26— 


| The Battle Creek Enquirer & News 
| has claimed the development of a 


|new low cost method of producing | 


| r.0.p. color engravings. 
| In its Aug. 24 issue, the news- 
| paper carried a large space ad for 
|H. L. DePriester & Son, local dis- 
'tributor for Esther Williams swim- 
‘ming pools. The ad, nearly one- 
half page in size, -contained a 
16% x 5%” full color cut of an 
Esther Williams swimming pool in 
the back yard of a local home. 
The color photograph of the 
local pool was taken by the news- 


New York, Aug. 27—Robert L. 
Foreman, who today was named 
head of all creative services at 
Batten, Barton, Durstine & Os- 
born, was hired by that agency 19 
years ago. 

“I was hired by a copywriter 
who was a mail 
order specialist 
who didn't be- 
lieve a headline 
was any good 
that. didn’t have 
the words ‘free’ 
and ‘new’ in it,” 
recalled Mr. 
Foreman. “I 
sweated over my 
first copy as- 


signment. Then, Robt. L. Foreman 
when I turned in 
|my copy, the guy spit in the 


| waste basket, handed it back and 
said I hadn’t sweat over it enough. 
I’ve been sweating ever since.” 
Mr. Foreman’s sweating has 
paid off. Ten years ago—when he 
was 32 and head of the radio 
copy department—he became the 
youngest man ever named a vp at 
BBDO. Early in 1955 he was elect- 
|ed to the agency’s board of direc- 
|tors. In 1957 he was elevated to 
exec vp in charge of the plans 
board. As head of creative serv- 
|ices, he succeeds Charles H. Brow- 
|er, who was named president of 
the agency last December. 
| Messrs. Foreman and Brower 
j}are no strangers. Early in Mr. 
Foreman’s life at BBDO he worked 
as assistant to Mr. Brower, who 
was the copywriter on the B. F. 
Goodrich account. “I wrote about 
de-icing airplane wings,” said Mr. 
Foreman, ‘‘and Charlie wrote the 
|glamorous stuff that went into 
|Life and The Saturday Evening 
Post.” 


s A hard, nervously energetic 
| worker who loves the agency busi- 

ness, Mr. Foreman for many years 
| wrote regular columns for Adver- 
| tising Agency and Sponsor. A col- 


paper. The separation prints were 
made in the photo department of 
the newspaper using a new, ex- 
perimental Kodak paper. 

The plastic color plates for the 
press were made on the newspa- 
per’s Fairchild Scan-A-Graver 
equipment. R. H. Newcomer, ad- 
vertising director, told AA that 
the full cost of producing the full 
color engraving was only $41. 

“To our knowledge, this is the 
first time a newspaper has success- 
fully achieved color fidelity 
through the use of a Scan-A-Grav- 
er plastic plate process,” Mr. New- 
comer said. = 


Maytag to Market 
Commercial Laundry 
Units in September 


NewrTon, Ia., Aug. 28—Maytag 
Co., whose home laundry units 
have been converted to coin oper- 
ations for commercial use for at 
least 30 years now, will market its 


own design of coin operated wash-| 


er and dryer units in September. 

The primary markets for the 
new units are commercial laundry 
centers, of which there are some 
12,000 across the country, and the 
coin routes—units installed in 
school dormitories, motels, insti- 
tutions, apartment buildings and 
like places that are owned and 
serviced by operators of entire 
groups. 

Advertising on the units 
break in October in about 
laundry trade publications and 
some newspaper advertising may 
be used, according to Ralph Nunn, 
Maytag’s ad manager. Final ad 
plans, including possible national 


will 
five 


advertising, have not yet been 
decided on, however, Mr. Nunn 


said. = 


lection of his Sponsor columns was 
recently published by Hastings 
House as “An Adman Ad-Libs on 
TV.” A Foreman novel called “The 
Hot Half Hour,” and billed as “a 
lightning fast, hilarious novel of 
Madison Ave. and the bigtime tv 
giveaways” will be _ published 
shortly by Criterion Books. 

Mr. Foreman rides his hobbies 
hard. He ties flies, goes bird shoot- 
ing, collects Americana. His col- 
lections include old _ shotguns, 
pressed glass, Currier & Ives 
prints, ironstone (including a for- 
midable array of thundermugs), 
furniture (which he_ refinishes 
himself), old theater posters, hand 
forged tools and barber shop shav- 
ing mugs. A violently Victorian 


needlepoint, hung in his BBDO 
office, reproduces the Odd Fellows 
insigne and the inscription, 


“Friendship, Love & Truth.” 

His house in Weston, Conn., set 
in 11 acres—including a lake full 
of bass—is chockablock with Cur- 
rier & Ives and has been featured 
in American Home, Good House- 
keeping and Interior Design & 
Decorating. At home are his wife, 
the former Betsy Nevins, of New 
York, and three children—Patricia, 
Betsy and John. 


® A fluent, articulate man with a 


|small store of patience for slug- 


gish thinkers, Mr. Foreman has 
built something of a reputation 
for himself on the dais. Not long 
ago, holding forth on his favorite 
topic of television, he asserted that 
the medium was too important to 
be “frittered away with trivia, 
boredom and pap.” He fixed on 
advertisers the responsibility for 
raising tv standards. 

Many of television’s problems, 
he contended in the same speech, 
are traceable to a “pathological 
concern” over ratings. “Today’s 
nail-biting attention to the daily 
and fractional meanderings of the 
Trendexes and the Nielsens is a! 
| destructive influence on television | 


| 
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Florida Citrus 
Weighs Slogan fo 
New Ad Campaic 


$3,000,000 Budget Set 
for Print Media if No 
Suitable TV Show Foun. 


LAKELAND, FLA., Aug. 28—F! 
ida oranges probably will beco: 
“powerhouse of energy” and F\; 
ida grapefruit will have plenty 
the “vitality vitamin” in Flori 
Citrus Commission  advertis): 
during the coming season. 

Florida’s 1958-59 crop of fruits 
lis on the verge of ripening, with 
picking expected to start between 
the first of October and the mid 
dle of the month, somewhat la. : 
| than usual because of last winter's 
| severe freeze. 

The Commission is expecting to 
|have approximately $3,000,000 to 
spend on Florida citrus advertis- 
|ing during the new season. 

| Homer Hooks, general manager, 
|has confirmed reports that these 
|two phrases are getting serious 
consideration. If adopted, they 
would replace the “body wisdom” 
theme used for the past year. 


s Mr. Hooks said he hoped an ad 
theme could be adopted for the 
coming campaign which would 
hold for several seasons. Contin- 
ued use would make a theme more 
effective, he said. 

The Florida Citrus Commission's 
full advertising campaign wil! be 
outlined by its advertising agency, 
Benton & Bowles, at a meeting 
here Sept. 16. = 


Foreman 


of the worst kind. The battle of 
the networks for the top ten; the 
silly feud to outpull the competi- 
tion in the time spot. Such absurd 
preoccupations make us slaves to 
their numbers instead of the mas- 
ters of the information they [the 
ratings] provide.” 

The ratings slave, he alleged, 
wanders into the Never-Never 
Land, where he is deluded into 
thinking he can “pie-chart the 
most elusive element in the world 
—the quicksilver of entertain- 
ment.” 


® Ratings are okay, in Mr. Fore- 
man’s view; their misuse is stupid. 
What’s needed, in addition to rat- 
ings, he feels, are considerations 
like these: 

Does the program make the 
viewer think more highly of the 
sponsor? How does the program 
rank in sales effectiveness? Would 
another program—one offering th« 
viewer a greater sense of persor 
involvement—weave a better 
mosphere for the commercial 
the tv vehicle a proper one 
getting the corporate’ ima: 
across? 

Mr. Foreman, his thinning bro. 
‘hair askew, pursues the goal 
an elevated tv medium. The “Fo: - 
man Uplift Plan” calls for a t'w 
prime hours set aside on a on -- 
a-month basis. The aim is to h ‘Pp 


corporate advertisers who el 
they don’t have to be on televis 01 
every week to concentrate ont ‘Ir 


own high-caliber monthly sh: 's, 
each sponsor striving to make |Is 
offering as distinctive and i 
| vidual as possible. 


This approach, maintains 0: of 
Manhattan’s youngest top a: ¥ 
execs, would bring big be! S. 
He ticks them off like this: L °:e 
audience at a lower cost per 10; 


better climate for comme: 5; 
better corporate image; prc (™ 
,excitement. And the major | = 
“sending the sponsor to bed — ‘th 
a feeling of pride.” # 
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outdoor 
says everything 
Tidewater ha 
to sell! 


~The Highest Octan 


PREMIUM ‘ ie YING X é 
AND REGULAR 


Sa as i std 


Poster designed by Foote, Cone & Belding + 


“The ability of Outdoor Advertising to reach 


@ Bill firm 


@ Payment enclosed 


Wellmerling, 


MY NAME 


artising, 


FIRM 


ympany, says: 


car owners on the way to service stations makes 
it ‘a natural’ for Tidewater. And its ability 

to tell a complete selling story at a glance 
makes it a real sales booster for our products. 
We consider this direct and timely medium vital 


to Tidewater sales in our Eastern, Central 
and Western Divisions.” 


NATURE OF BUSINESS 
0 Firm or 
0 nome 


ADDRESS 


nber OUTDOOR Advertising!* 


ory z STATE 
No extra postage for Canada or Pan America; Add $4 @ year for foreign. 


OA! 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


Be. 


Lay 


= 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising Standardized Outdoor Advertising, 24 and 30-sheet posters — and Painted Bulletins. 
tThis poster currently being displayed in Tidewater’s Eastern Division. 
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Chaos Reigns 


as U.S. Okays 
Outdoor Curbs 


(Continued from Page 1) 
vertising privileges are extended | 
only to “places for camping, lodg- 
ing, eating, and vehicle casi 
and repair,” but with a proviso 
that a trademark or brand name} 
may not be used “unless it iden- 
tifies or characterizes such place 
or identifies vehicle service, equip- 
ment, parts, accessories, fuels, oils 
or lubricants being offered for sale 
at such a place.” 


In their published form the 
standards are almost _ identical 
with the next-to-final version 


which was made available to cer- 
tain members of Congress last 
week (AA, Aug. 25). Members of | 
industry and others now have 30) 
days in which to record their re-| 
action before another—and prob- 
ably final—version is drafted. 

For the most part, the stand- 
ards appear to carry out the pol- 
icy outlined recently by Commerce | 
Secretary Sinclair Weeks of dis- 
couraging brand name advertis-| 
ing, and confining advertising to 


Ghaster Rips Outdoor Curbs 

Cuicaco, Aug. 29—Federal reg- 
ulations released yesterday consti- 
tute a complete ban on standard- 
ized outdoor advertising and a 
virtual ban on all highway adver- 
tising in those areas designated by 
the regulations, Karl L. Ghaster 
Jr., general manager of Outdoor 
Advertising Assn. of America, 
charged today. 

“The proposed regulations vio- 
late the expressed intent of Con- 
gress in passing the bill,” he said. 
“In all discussions of the bill on 
the floor of Congress ‘regulation’ 
was emphasized throughout. Even 
those who were opposed to outdoor | 
advertising insisted that complete 
prohibition was not intended.” = 


special rgadside information sites 
to the greatest extent possible. 

Under the standards, states are 
encouraged to provide special in- 
formation sites where advertising 
notices can be grouped on large 
panels which will not be visible 
from the highway. Where infor- 
mation areas are not provided, 
qualified advertisers will be al- 
lowed to have individual signs if 
sites are available. 


® Drafted to carry out policies 
outlined by Congress in anti-bill- 
board legislation adopted earlier 
this year, the standards will be 
used in working out billboard con- 
trol agreements with individual 
states participating in the high- 
way program. 

If the state agrees to control 
billboards and adopts regulations 
which meet the minimum spelled 
out in the federal standard, it will 
receive an additional contribution 
toward its road program equal to 
.5% of the cost of the program. 

Under the law, states will not 
be required to apply the billboard 
regulations along portions of the 
highway built on existing right- 
of-way. States may also apply for 
exemption. 


® As published for comment the 
standards recognize four classes 
of “advertiser,” which will be per- 
mitted to have signs along the 
road. Class 1 is official signs, and 
there is no restriction on them. 
Class 2 consists of signs for prop-| 
erty for sale within the 660’ “pro-| 
tected zone” along the highway. 


One such sign may be erected on | 


any site, or on any premises doing 
business along the road. Class 2 
covers all businesses located with- 
in 12 miles of a highway, while 


| accessories, 


Class 4 is defined as “signs in the 
specific interest of the traveling | 
public.” 

Much of the discussion touched 
off by the rules is likely to center 
on the provisions dealing with 
Class 4...signs 


Part of the controversy stems | 
from the question: “What is of| 
interest to the traveling public?” | 

In framing the rules, officials| 
have taken the position that only 
advertisers having something of| 
immediate concern to the motorist | 
should be regarded as being in 
“the specific interest of the trav-| 
eling public.” 
Senate hearing, Commerce Secre- 
tary Sinclair Weeks said he was| 
drawing the line at places for | 
lodging, eating and vehicle serv- | 
ice and repairs. 

His statement prompted Sen. 
Roman Hruska (R., Neb.) to pro-| 
test that many other kinds of 
business are important to travel- 
elers, too. 
® As published today, the ranks 
of businesses interesting to trav-| 
elers has been expanded only to| 
include places suited for camping} 
and for outdoor recreation. This 
change was in response to a sug-| 
gestion received last week from) 
Sen. Richard Neuberger (D., Ore.) | 
and Sen. Thomas Kuchel (R.,| 
Cal.), two of the strongest advo-| 
cates of stiff billboard control | 
regulations. | 


Of particular interest to adver- | 


|tising people is the discussion al-'| 


ready getting under way over “who! 
qualifies” as a Class 4 advertiser. | 

In their published form, the 
standards do not place any geo-!| 
graphical limit on camping, lodg- 
ing, eating, and vehicle service 
and repair places eligible to have 
advertising privileges on the high- 
way. Nor do they place a physical 
limit on the use of trademarks for 
vehicle service, equipment, parts, 
fuels, oils or lubri- 
ecants being offered for sale at 
such places. 

Officials of the Bureau of Pub- 
lic Roads privately say, however 
that the scope of the authoriza- 
tion, if it remains unchanged, may 
prove to be more confining than a 
fast reading would suggest. 

In addition, they say there is) 
no certainty the Class 4 standards 
will not be revised. One official 
indicated a more drastic version 
had already been drafted and gen- 
erally approved within the de- 
partment for consideration when 
the current version is reconsid- 
ered. 


@ The standards not only seek t- 
concentrate signs in information 
areas, but they also prescribe 
physical specifications for them. 
Panels in the roadside information 
sites are not to be more than 13’ 
high and 25’ long, including bor- | 
der and trim, and no individual | 


|} advertiser may use more than 1? 


sq. ft. on the panel. No moving or | 
animated part will be allowed, anc | 
only white lighting is permitted. 

When there is no information 
site within 12 miles of a Class 3 
advertiser, or within 30 miles of 
an exit leading to a Class 4 ad- 
vertiser, the advertiser is eligible | 
to qualify for an individual sign 


inside the 660’ “protected ae | 


However, no individual signs are 
to be built within two miles of an 


|interchange, only six in the zone 


two to five miles from the inter- 


in the specific |] 
interest of the traveling public. 


During a_ recent} os 


j}and ‘new’ in it,” 
jrecalled Mr. 
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ESTHER WILLIAMS 
SWIMMING POOL 


At y Low Cot A | 
or : 
hi tesa te he Par Me come 


LOW cost CcoLOR—The full color 
swimming pool engraving in this 
ad was produced for $41 in a new 
process developed by the Battle 
Creek Enquirer & News. 


New Low-Cost R.O.P. 

Color Method Found 

By Michigan Daily 
BATTLE CREEK, Micu., Aug. 26— 


The Battle Creek Enquirer & News 
has claimed the development of a 


| fully 


new low cost method of producing | 


r.o.p. color engravings. 

In its Aug. 24 issue, the news- 
paper carried a large space ad for 
H. L. DePriester & Son, local dis- 
tributor for Esther Williams swim- 
ming pools. The ad, nearly one- 
half page in size, contained a 
6% x 5%” full color cut of an 
Esther Williams swimming pool in 
the back yard of a local home. 

The color photograph of the 
local pool was taken by the news- 
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Florida Citrus 


paper. The separation prints were 
made in the photo department of | 
the newspaper using a new, ex- 
perimental Kodak paper. 

The plastic color plates for the 
press were made on the newspa- | 
per’s Fairchild Scan-A-Graver | 
equipment. R. H. Newcomer, ad- 
vertising director, told AA that 
the full cost of producing the full 
color engraving was only $41. 

“To our knowledge, this is the 
first time a newspaper has success- 
achieved color fidelity 
through the use of a Scan-A-Grav- 
er plastic plate process,” Mr. New- 
comer said. + | 


Maytag to Market 
Commercial Laundry 
Units in September 


Newton, Ia., Aug. 28—Maytag| 
Co., whose home laundry units) 
have been converted to coin oper- 
ations for commercial use for at! 
least 30 years now, will market its) 
own design of coin operated wash-| 
er and dryer units in September. 

The primary markets for the 
new units are commercial laundry | 
centers, of which there are some 
12,000 across the country, and the 
coin routes—units installed in| 
school dormitories, motels, insti-| 
tutions, apartment buildings and 
like places that are owned and 
serviced by operators of entire 
groups. 

Advertising on the units will 
break in October in about five 
laundry trade publications and 
some newspaper advertising may 
be used, according to Ralph Nunn, 
Maytag’s ad manager. Final ad 
plans, including possible national 
advertising, have not yet been 
decided on, however, Mr. Nunn 
said. = 


| 


Adman in the News. . . Robert L. Foreman 


New York, Aug. 27—Robert L. 
Foreman, who today was named 
head of all creative services at 
Batten, Barton, Durstine & Os- 
born, was hired by that agency 19 
years ago. 

“I was hired by a copywriter 
who was a mail 
order specialist 
who didn’t be- 
lieve a headline 
was any good 
that didn’t have 
the words ‘free’ 


Foreman. “I 
sweated over my 


ifirst copy as- 


signment. Then, Robt. L. Foreman 
when I turned in 
my copy, the guy spit in the 


| waste basket, handed it back and 


said I hadn’t sweat over it enough. 
I’ve been sweating ever since.” 
Mr. Foreman’s sweating has 
paid off. Ten years ago—when he 
was 32 and head of the radio 
copy department—he became the 
youngest man ever named a vp at 
BBDO. Early in 1955 he was elect- 


|ed to the agency’s board of direc- 
|tors. In 1957 he was elevated to 


exec vp in charge of the plans 
board. As head of creative serv- 
|ices, he succeeds Charles H. Brow- 
er, who was named president of 
the agency last December. 

| Messrs. Foreman and Brower 
jare no strangers. Early in Mr. 
Foreman’s life at BBDO he worked 


change, and no more than one per as assistant to Mr. Brower, who 


mile at distances more than five| was the copywriter on the B. F.| 


miles from an interchange. Indi-|Goodrich account. “I wrote about 


| vidual signs are limited to a max-| de-icing airplane wings,” said Mr. 


imum of 10’ in height and 60 sq.| Foreman, “and Charlie wrote the 
ft. (exclusive of trim and sup-| glamorous stuff that went 
ports), and there are tough re-|Life and The Saturday Evening 
strictions on lighting, animated | Post.” 
| parts and other special effects. 
Comments on the rules are tc|# A hard, nervously energetic 
be submitted to the Federal High- | worker who loves the agency busi- 
way Administrator, Bureau of} ness, Mr. Foreman for many years 


Public Roads, Washington 25, D.C.,| wrote regular columns for Adver-| Trendexes and the Nielsens is a| 


j by Sept. 28, = 


eee 
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lection of his Sponsor columns was 
recently published by Hastings 
House as “An Adman Ad-Libs on 
TV.” A Foreman novel called “The 
Hot Half Hour,” and billed as “a 
lightning fast, hilarious novel of 
Madison Ave. and the bigtime tv 
giveaways” will be published 
shortly by Criterion Books. 

Mr. Foremanerides 
hard. He’ 
ing, colle 
lections 
pressed 
prints, ir 
midable 
furniture 
himself), 
forgéd to 
ing mug 
needlepo: 


— e where he is” 


Weighs Slogan fo 
New Ad Campaic 


$3,000,000 Budget Set 
for Print Media if No 
Suitable TV Show Foun: 


LAKELAND, Fia., Aug. 28—Flo 
ida oranges probably will becon 
“powerhouse of energy” and Flor- 
ida grapefruit will have plenty o: 
the “vitality vitamin” in Florida 
Citrus Commission advertising 
during the coming season. 

Florida’s 1958-59 crop of fruits 
is on the verge of ripening, with 
picking expected to start between 
the first of October and the mid- 
dle of the month, somewhat late: 
than usual because of last winter’s 
severe freeze. 

The Commission is expecting to 
have approximately $3,000,000 to 
spend on Florida citrus advertis- 
ing during the new season. 

Homer Hooks, general manager, 
has confirmed reports that these 
two phrases are getting serious 
consideration. If adopted, they 
would replace the “body wisdom” 
theme used for the past year 


|@ Mr. Hooks said he hoped an a 


theme could be adopted for th« 
coming campaign which would 
hold for several seasons. Contin- 
ued use would make a theme more 
effective, he said. 

The Florida Citrus Commission's 
full advertising campaign will be 
outlined by its advertising agency, 
Benton & Bowles, at a meeting 
here Sept. 16. = 


of the worst kind. The battle of 
the networks for the top ten; the 
silly feud to outpull the competi- 
tion in the time spot. Such absurd 
preoccupations make us slaves to 
their numbers instead of the mas- 
ters of the information they [t! 
ratings] provide.” 
The ratings slave, 
the 


he alleged, 
Never-Never 


office, re 
insigne 
“Friends) 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 


His ho 
in 11 ae 
of bass— 
rier & ly 
in Amer 
keeping 
Decoraté 
the form 
York, an 
Betsy ap 


= A flu 
small st 


'gish thi 


into | 


built sSomevnamg uaa arprcerere- 
for himself on the dais. Not long 
ago, holding forth on his favorite 
topic of television, he asserted that 
the medium was too important to 
be “frittered away with trivia, 
boredom and pap.” He fixed on 
advertisers the responsibility for 
raising tv standards. 

Many of television’s problems, 


| he contended in the same speech, 


‘are traceable to a 


“pathological 
concern” over ratings. “Today’s 
nail-biting attention to the daily 
and fractional meanderings of the 
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iii 
they don’t have to be on television 
every week to concentrate on their 
own high-caliber monthly shows, 
}each sponsor striving to make his 
offering as distinctive and indi- 
| vidual as possible. 

| This approach, maintains one of 
Manhattan’s youngest top agency 
execs, would bring big benefits. 
| He ticks them off like this: Larger 
audience at a lower cost per 1,000; 
| better climate for commercials; 
better corporate image; program 
excitement. And the major plus— 
“sending the sponsor to bed with 


|tising Agency and Sponsor. A col- | destructive influence on television a feeling of pride.” # 
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outdoor 
says everything 
Tidewater ha 
to sell! 


a — . ei 2 ps 
{ Outdoor Advertising Sas 
at AO 


Poster designed by Foote, Cone & Belding + 


“The ability of Outdoor Advertising to reach 
car owners on the way to service stations makes 


° it ‘a natural’ for Tidewater. And its ability 
Mr. Fred Wellmerling, | oot 
to tell a complete selling story at a glance 
Manager of Advertising, makes it a real sales booster for our products. 
Tidewater Oil Company, says: We consider this direct and timely medium vital 


to Tidewater sales in our Eastern, Central 
and Western Divisions.” 


8 out of 10 people remember OUTDOOR Advertising!" 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising Standardized Outdoor Advertising, 24 and 30-sheet posters — and Painted Bulletins, 
tThis poster currently being displayed in Tidewater’s Eastern Division. 
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National Theaters | © 


‘May Buy Control of | COLD RUSH | 

cho DAYS 
i lefil 

Be Im the pipe Dime see eee swoon ABE 


under which National Theaters and 
National Telefilm Associates would 


|be combined was announced last 
market, PIPE LINE INDUSTRY -_..... | 


Under the proposal, National 
| Theaters will offer to purchase 
‘all of the outstanding shares of 


GOnSistenmthy OFFESFS WOU _ iim™stccites” contingent upon 


the acquisition by National Thea- 


; ters of a controlling interest in Na- ( 

tional Telefilm Associates. The mete 

lh offer was submitted to the board ae 
RUG @rearer COVEGrage of directors of NTA and the board 

has agreed to recommend its ac- ‘COME TO TOWN’—“Gold Rush 

ceptance by the stockholders. | Days ...” is the theme of a cam- 

The activities of National Tele- paign introducing Frito Co.’s cor) 

FHPOUGNM SPSCHGADIZATIOA. tim Associates, one of the major chips nthe San Francisco are 

° | companies engaged in various fac- | Color newspaper ads like this plus 

jets of the tv and entertainment)» 14:4 ty and outdoor will be used. 


GULF PUBLISHING COMPANY P.0. BOX 2608 HOUSTON 1, Texas industry, includes tv film distri-| 5 Wasey, Ruthrauff & Ryan, 
bution, tv network operation, tv 2 
Los Angeles, is the agency. 


_ _ | 


and radio station ownership, film 
production and home movie sales 

National Theaters operates the 
nation’s second largest theater 


s chain of 300 theaters mainly on 
the Pacific Coast, in the Midwest 
and the Rocky Mountain areas. 


@ The terms of the proposal call 
for an exchange of $11 in a prin- 
cipal amount of a 15-year 54% 


ba aa sinking fund subordinated deben- 
ture for each share of NTA com- 
-= mon stock, plus a warrant for the 
' « purchase of one-quarter of one 
P share of National Theaters’ stock 
for every share of NTA stock. 

The offer probably will be made 
to NTA stockholders in the latter 
part of this year or early in 1959. 
An equivalent offer is to be made 
to all holders of NTA warrants 
and options. The offer is subject 
to approval of stockholders of Na- 
tional Theaters and cannot be 
made until certain governmental 
requirements have been complied 
with and certain consents obtained 
It is contemplated that NTA will 
continue in operation as a sep- 
arate corporate entity with no per- 
sonnel changes as a division of 
National Theaters. 

National Theaters’ gross income 
last year was more than $58,000,- 
000 and its net worth is more than 
$28,000,000. The company report- 
ed net income of $904,198 for the 
39 weeks ended June 24 with a 
net income of $1,365,820 for the 
comparable period of last year. = 


Harley-Davidson Sets Push 

A national ad campaign has been 
set by Harley-Davidson Motor Co., 
to introduce a new motorcycle. Ads 
will appear in the October issues of 
Motor Tr. nd, Motor Life, and Hot 
Rod, Petersen Publishing Co., mag- 
azines. Klau-Van Pietersom-Dun- 
lap, Milwaukee, is handling the 
campaign. 


Marketing Book Offered 

The American Marketing Assn. 
is offering a volume entitled “The 
Frontiers of Marketing Thought 
|& Science,” containing the talks 
|given at the December, 1957, con- 
|ference in Philadelphia. Price is 
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BLAIR-TV 


| $2.50 to members, $4 to non-mem- 
BASIC fro oo 
NBC ~ Printing Buyers 
y AFFILIATE _ FACTS—about roll-fed offset printing 
| © Paper in rolls costs less 
© Prints 4 times as fast 


WIIC PITTSBURGH 14, PA. | i ao 


Telephone: FAirfax 1-8700 TWX: PG 16 Beaman Press. le0. 


Akron, Ohio 
FRanklin 6-6175 
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Tm two TH e 


The New Yorker was selected by over 250 advertising agencies both 


here and abroad to serve* their clients last year. Their accounts (over 


1500 of ther) found that The New Yorker activates its readers to buy. 


*The New Yorker sells quality in quantity. 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, Atlanta, London 
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The Editorial Viewpoint... 


_ Agencies as Businesses 


Some weeks ago ADVERTISING AcE published a story about an an- 
nual operating statement of Reach, McClinton & Co., and as a result 
we received a letter from Chas. Dallas Reach, chairman of the board 
of that agency. His letter stresses an important problem of the busi- 
ness. 

“We had a lot of reaction to the story about our annual statement,” 
Mr. Reach writes. “While friendly, two misconceptions about the 
agency business stand out sharply: 

“First, that agencies can and do manipulate their earnings by the 
salaries, bonuses, and expense accounts of the principals. Our 8/10 
of 1% 

“Second, that agency billings are not considered sales. Agency net 
profits should be computed against gross incomes (15%). On this 
basis our return would be a little better than 5%, which is consid- 
ered adequate. = 


net is not taken seriously. 


“Our experience confirms what I’m sure you know exists ... a 
widespread feeling among business men that advertising agencies 
make too much money and try to cover up by figure juggling. 

“Why doesn’t ADVERTISING AGE assert its leadership by taking the 
stand that the $10 billion advertising business is in the hands of 
sound, competent business men? Turn the editorial spotlight on the 
true facts about agencies, agency people, salaries, bonuses, earnings, 
etc.” 

The problem Mr. Reach outlines certainly exists, as every agency 
man is well aware. And we have tried through the years (and shall 
continue to try) to demonstrate what is quite clearly true—that the 
advertising business is indeed a business, and that most advertising 
agencies are run in fully as businesslike a fashion as any other busi- 
ness. 

There are difficulties, however, and there is no use closing our eyes 
to them. The difficulties are largely, but not entirely, of our own 
making. The principal difficulty is that people in the business— 
including the responsible heads of agencies—too often don’t really 
want business men to consider advertising agencies as responsible 
businessess; they’d rather have themselves considered as aggrega- 
tions of creative genius, not quite subject to the normal rules of 
business conduct. 

Then, there is the matter of and particularly 
salaries paid to relatively young and relatively unimportant exec- 
utives. Despite all denials, they tend to be higher than salaries paid 
to similar employes in most other businesses,.and in their way they 


too, salaries, 


contribute to a feeling of opulence. 

And finally there is the matter of the expense account and en- 
tertainment of clients, which again induces the feeling that maybe 
agencies make more money than they know what to do with. 

As responsible business men, agencies’ stature is not as high as 
it might be. But, we believe fortunately, it is a great deal higher now 
than it once was, because circumstances are forcing advertising agen- 
cies to act in a more businesslike manner, and as a consequence 
business men are recognizing them as business men. 

No one wants agencies to be dull and stodgy, but it is important 
that they comport themselves like businesses and that the rest of 


—Otte Whittaker, Houck & Co., Roanoke, Va. 


“He’s all shook up because they said his new liquor slogan lacked 
originality. He wanted them to use ‘Ask for Old Malemute—it gets 
into the bloodstream twice as fast’.” 


the business world recognize them as responsible, alert, adept busi- 
ness men, 


Getting Retail Training 


An old war horse at the editorial game has been chiding us about 


that it is so familiar. You have written the same editorial at least 
half a dozen times, and others have equaled that record. And just 
about as much is going to happen from its latest publication as has 
happened in the past.” 

All of which we must admit is very true; which brings us directly 
to the path to agency fame and fortune outlined for AA readers last 
week by Reva Fine Korda, vp of Ogilvy, Benson & Mather. 

Mrs. Korda says the way to get ahead in advertising is to do re- 
tail advertising first, and definitely not to start in an advertising 
agency. Mrs. Korda is certainly not the first to utter this advice, and 
it is safe to assume she will not be the last. But the advice is still 
sound, and deserves the repetition. As Mrs. Korda points out, the 
way to learn to write ads is to write ads, and the place to write them 
in quantity and quickly is in retail advertising. 


# a # 
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What They're Saying... 


| Shoot ‘Em Up 

Now that a recession has put the 
pinch on selling, Madison Ave. is 
resorting to such “up-to-date” de- 
vices as the shoot-’em-up western 
| on tv to sell their products. Bingo 
(or bank night, now generally dis- 
| carded by the motion picture busi- 
ness, holds full sway on tv under 
fancy giveaway titles—with ques- 
tions often so simple that the view- 
| er can feel superior to the contest- 
| ants. 
—David A Lipton, vp, Universal-|is just beyond the abilitv of 
International Pictures, addressing the | BD 


Motion Picture Industry Council) retail trade to do it justice. 
Workshop, 


Hollywood, Cal. 


1 ry Bach Associates, New York 


| Watch Those Wiles 


Working Capital Requirements 

By and large, the average retail- 
er does not have adequate working 
capital. It is hard enough for most 
merchants to obtain sufficient fi- 
nancing for their own stock re- 
quirements, let alone to invest in 
credit financing. And where they 
are willing to extend themselves, 
‘out of necessity, to operate ag-|ly get her fired. 
| gressively in the field of credit, 
their attention is diverted from 


Life Insurance Co., at Mass 
Department of Commerce women 


merchandising to banking. And division meeting, Springfield 


,e 


een ce Wi 


one of our recent editorials. “The thing I like about it,” he says, “is | 


—The Bach Setter, published by Hen- 


Most women executives agree it 
is still a man’s world. Feminine | 
wiles in business are strictly ver- | S4YS. 
_boten. The clinging vine tactics | 
that may earn the little woman | 
at home an extra jewel for her| 
charm bracelet may retard the. 
woman in business—if not actual-|®!Tiving at the office after th« 
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Rough Proofs 


Product differentiation is bei: 
|earried to a fine point these da, 
| what with doughnut bakers pu 
|ting handles on the product 


facilitate dunking. 


“Elegance,” philosophizes Schen 
ley Reserve, “is the difference b« 
tween good works and honore: 
masterpieces.” 

And sometimes only the con- 
noisseur can tell them apart. 


National Tea, like the old-fash 
ioned grocer who was alway 
willing to “plug” the watermelo: 
to show it was ripe, offers to cui 
it wide open for any doubtin 
Thomases. 


Now that D’Arcy is back in the 
‘cola business, will it be able i 
dust off for Royal Crown some of 
the famous old slogans Americans 
found so appealing, like “the 
pause that refreshes?” 


“Our present employers contin- 
ue to value our services highly. 
|Our jobs are not in jeopardy,” 


hopefully say an agency “team” 
looking for greener fields. 
Fortunately, some bosses are 
very broad-minded. 
os 
| The star of NBC’s “Tonight” 


|made the cover of Time, an 
|achievement which might well be 
designated as Paar for the course. 


“Otis is ready to work with 
planners to make it possible to 
have the world’s finest elevator- 
ing.” 

Or, as they might say in Merry 
| England, the world’s finest lifting. 


“The hand that wields the lip- 
| stick rules the family shopping 
| world,” muses Station KOIN-TV 
| That’s right—the cradle she used 
to rock is now only a museum 
piece. 


Some of the newsletters mailed 
out to business executives these 
days are so gloomy that after 
reading them only the most con- 


leven if they have managed to use firmed optimist can still face the 
their own credit line in the past,| World with a smile. 

this will surely be inadequate for * 

the future. The future of soft goods 
credit financing should be built on 
the foundation of the commercial | 
banks, whose resources are directly 
as well as indirectly involved even 
today. We need the banks in the 
soft goods picture, not just because 
they can probably do the adminis- | 
trative job more efficiently, but 
| because the magnitude of the job 


If self-regulation in the cigaret. 
| dentifrice, weight reducing and 
other fields fails to do the job, 
Washington warns us, there are 
plenty of ambitious bureaucrats 
ready and willing to take over. 


| “Join the staff of the Midwest’: 
|most aggressive, fastest growin: 


the | agency,” says a classified adver- 


tiser. 
It’s only in international affair 
| that the aggressor is frowned upo! 


* 
“CBS net at peak,” the headlir 
CBS nets’ net, that is. 


Some of the gals and bo 


vacations are going to need 


—Margaret Divver, vp, John Hancock | least a couple of weeks for co! 


‘achusetts |plete recovery. 
> | 
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HOW TO FIX A CLOCK is about 


€ the only help... to the readers of the newspaper that has 


subject not covered by the timely series of | always been devoted to helping its fellow-citizens 
“HOW TO” articles in The Inquirer. ‘How to — enjoy fuller, richer, easier lives. Do readers 
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: Drive on the Turnpike.” ““How to Overcome _ respond? Advertisers think they do...and have 
Tension.”” “How to Observe Street Safety made The Inquirer their first choice in Delaware 
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“FOR MANY YEARS, THE TOPEKA CAPITAL-JOURNAL 
HAS BEEN REGARDED BY US, AS OUR BASIC 
ADVERTISING CORNERSTONE!"’ 


“Throughout our over 40 years in the retail clothing field, it has been 
our experience that our Topeka stores have always derived direct and 
immediate results from newspaper advertising.” 

Frank C. Gibbs, President Gibbs Clothing Company 


PRODUCING SALES FOR BASIC COMMODITIES, SUCH AS 
MEN'S AND BOYS’ CLOTHING, YEAR IN AND YEAR OUT, 
PROVES THE CAPITAL-JOURNAL'S CONSISTENT READERSHIP! 


Represented Nationally 
by JANN and KELLEY, INC. 


Such long established firms as the Gibbs Clothing Compan 
Topeka know that to produce a steady sales flow you con Me od 
depend on the Topeka Capital-Journal for economical contact of 
Topeka’s 44,000 families, as well as the rich 21 County Drive-In Trade 
Area. You too need the Topeka Capital-Journal, the only newspapers 
really covering this important prosperous market! 


TOPE HK A_ 


aplttal— Sowwmal 


STAUFFER PUBLICATIONS’ NEWSPAPERS 


Gunning for a killer! | 


Nuclear power can change the peacetime world. 
But nuclear radiation is a silent killer. Atom 
workers must be safeguarded by special devices . . . 
inspected frequently by ion-chambered “‘guns’’, as 
delicate as they are accurate. These detection de- 
vices, like so many other sensitive instruments, are 
shipped by Air Express where speed is matched by 
velvet-glove handling. 

Air Express . . . symbolized by the big “X”’.. . can 
multiply the speed and handling ease of your ship- 
ments, too, no matter what you make. For Air 
Express gives you the only complete door-to-door 
air shipping service between thousands of U.S. 


CALL AIR EXPRESS & ... division of RAILWAY EXPRESS AGENCY 


cities and towns. Yet Air Express often costs less. 
For instance, to Air Express a 20 lb. package from 
Los Angeles to Detroit (1,960 miles) costs from 
$1.48 to $5.85 less than any other complete air 
shipping method. Investigate. 


—— 
LAUR? BULESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


Advertising Age, September 1, 1: 


Griswold-Eshleman Adds 3 
| Griswold-Eshleman Co., Cleve- 
land, has been named to handle) 
advertising for the Spring Re- | 
search Institute, Cleveland, com- 
posed of manufacturers of springs 
‘for use in cars and other vehicles. | 
The campaign, in newspapers, | 
magazines, trade publications and 
direct mail, will analyze the per- 
formance characteristics of vari- 
‘ous spring suspension systems. 
Griswold-Eshleman also has been 
named to handle advertising for 
Genauer Chemical Co., Cleveland, 
producer of drug products, and | 
Leece Neville Co., Cleveland, pro- | 
|ducer of electrical components for | 
automotive vehicles. Radio, tv and | 
| newspapers will be used to develop 
additional test markets for new | 


Genauer products. 


Blanchard-Nichols Adds One 
Blanchard-Nichols Associates, 
San Francisco and Los Angeles, 
has been appointed advertising 
representative in the 11 western | 
states for Rudder. 


| 
| 


| 


district manager 

Week, has moved 
Week, another McGraw-Hill pub- 
lications, as district manager of the 
Chicago-Indiana territory. He re- 
places John F. Boomer, who has 
been transferred to the magazine's 
St. Louis office. Business Week also 
has named Francis F. McAdams 
Jr. western New York state dis- 
trict manager. Mr. McAdams, for- 
merly with TV Guide, succeeds 
| Theodore Robertson, who resigned. 


‘Fresh Canned Nylo 
Hosiery’ Offered on 
Supermarket Shelv« 


SoutH Pottstown, Pa., Aug 
—Now it’s “fresh canned hosie: 
stacked next to the canned be: 
on supermarket shelves. 

Modernage Hosiery, a divis: 
of Phoenix Hosiery Co., which | 
been supplying hosiery to fo 
markets for the past nine yea) 
has started packaging its nylon 
in vacuum-sealed cans. Nation. 
distribution is now under wa, 
Co-op and trade advertising 
planned, handled by Marketing & 
Advertising Assn., Philadelphia 

The nylons are first packed in « 


|“protective purse pak” of plastic 


then sealed in the can, two pairs 


/per can. Also included is a smal! 


packet of “protective rinse pak.’ 
special formula soap granuk 
made up exclusively for Modern- 
age. A coupon on the soap packet 
enables a customer to order a 


-|larger supply directly from the 
~ | hosiery marketer. 


|@ The soap packet is included, 
|“not because we're interested in 
| selling soap, but because we want 
'to see that women have the right 
| soap for their nylons,” a company 
| spokesman told ADVERTISING AGE. 


A recent survey, the company 


| said, showed that women are un- 
usually concerned about finding 
the right soap for nylons—thus it 
|was decided to make available 
| Modernage’s own formula. 


The company switched to cans 


| because it believes previous self- 
selection packages, 
| chines, etc., “tended to confuse the 
customer.” Further more, the cans 
reduce 
costs and are easier to display 
Also, the customer can selec 
| nylons as easily as any can from 
|the grocer’s shelf, and she is as- 
jsured they are “factory fresh,” 
| the company points out. 


vending ma- 


pilferage and handling 


The can label lists size, color, 


length, gauge and denier, and a 
shelf strip displays a color swatch 
The price ranges from $1.49 for 
two pairs of 51 gauge to $1.99 for 
two pairs of seamless. + 


‘Business Week’ Names Two 


William Holbrook, formerly a 
on Petroleum 
to Business 


Business Library Opens 


Dunhill International List Co., 


444 Fourth Ave., New York, has 
opened a business library contain- 
jing “the whole business world’s 
names, addresses, occupations and 
| titles.” It 
lished directories, privately com- 
piled mailing lists and market re- 
search data for the U.S. and 47 
foreign countries. Use of the li- 
brary will be by subscription only. 


includes 15,000 pub- 


CRITICAL READERS 
LISTENERS, VIEWERS 


think up claims that your agency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 


| BEFORE it happens, get our unique 


Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


_ 21. W. Tenth, Kansas City, Mo. 
New York, + Chicago, Francisco, 
107 Wiliam 175 W 


St Jackson 
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Join NBC Radio’s giant autumn promo- 
tion. OLD FASHIONED FEASTS—with 


modern trimmings. 


Now ...A broad-secale network radio editorial 

drive to build more sales for retailers and manu- 
facturers. On Monday, October 2Cth, NBC Radio 
Network and its 200 affiliated stations launch a 
6-week EDITORIAL campaign to start more Amer- 
ican families eating three complete balanced meals 
a day. It’s another step in the developing associa- 
tion of NBC Radio and the food industry, following 
up the successful “Summertime Is Outdoor Eating 
Time” campaign, and NBC’s broadcasts of the food 
industry story. 
7 Days a Week, ‘round the clock, a saturation cam- 
paign of special features and announcements will 
be reminding listeners that Old Fashioned Feasts 
are easy to prepare. With modern “built-in maid 
service” and appliances that baby-sit, housewives 
today can win handily the same praise mother used 
to gain the hard way. 

Morning, Noon, and Night, NBC Radio programs 
like BANDSTAND, and MONITOR and NIGHT- 


For fuller market baskets 
at the check-out 


LINE will provide entertaining features on serving 


EL 
“ 


at 


full meals integrated into the programs themselves. 
NBC Radio’s top entertainers, all its promotional 
facilities and those of the 200 NBC Radio affiliates 
will be behind this tremendous ‘Old Fashioned 
Feasts’ sales push. And it’s timed to the season, 
when listeners are in the mood for family dining. 

Heartier meals...fuller shopping baskets... 
bigger profits for you! 


FOOD STORE RETAILERS: How many baskets in 
your markets reach the check-out counter half 
empty? Take advantage of the response this full- 
scale NBC Radio campaign will generate .. . tie-in 
and march those shoppers to YOUR stores. Contact 
your local NBC‘Radio affiliate. 

MANUFACTURERS: No ‘other food promotion in me- 
dia history offers these advantages .. . powerful 
editorial backdrop, tested national-local. strategy, 
complete merchandising campaigns. Call your NBC’ 
Radio Network representative for the eye-opening 
details. 


If you want to go LOCAL, go NATIONAL... go 


NBC RADIO 
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AUDIT BUREAU OF CIRCULATIONS APPROVES 


CITY ZONE POPULATION 


222,160 


(See Standard Rate & Data) 


, } Che Arizona Baily Star Tucson Daily Citizen 


MORNING & SUNDAY ; EVENING - 
2 Independent Newspapers Produced in the Same Plant 
Represented Nationally by Cresmer & Woodward, Inc. 
—_— =e _—_——— 0b Fa eee 
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Advertising Age, September 1, | 


. . E. Leigh and William H. Levi: 
Lavoris, Longtime in 1902. Mr. Leigh, a drugeg 


Advertiser, Is Set originated the mouthwash wh 


is still the company’s princi 
to Merge with Vick 


product. Mr. Levings was an 
ficer in the old Minneapolis « 
MINNEAPOLIS, Aug. 26—The La- | Co. 
voris Co., 56-year-old Minneapolis | Lavoris Co. started operating 
mouthwash manufacturer here, is | one room of the old Masonic te; 
in the final stages of being ac-|ple in Minneapolis. Mr. Lei 
quired by the Vick Chemical Co.,| with the help of one employe, 


as \\t = | 


Wire 


A 


watched—and were sold. (*Nielsen—June 8—July 12, 1958). 


drawer advertisers are buying WGN-TV first in Chicago. 


He’s trying a product he saw advertised on WGN-TV. And he’s sold! 
The program was The Honeymooners where he and 716,000* other folks | 


The station that puts “GEE!” in your Chicago sales! WGN -“1V ( 


Chicagoans watch Channel 9 


New York. 

More than a year of negotiations 
have been conducted by officers 
of the two companies and terms 


of the acquisition, on a basis of! 


an exchange of stock, have been 
approved by the boards of both 
companies. 

Under the transfer Vick would 
issue stock with a current market 
value of more than $13,000,000, 
giving holders of 344,500 shares 
of Lavoris stock 196,492 shares of 
Vick stock. 

Lavoris stockholders will vote 
on the proposal at a meeting Sept. 
9. 


Lavoris was founded by Charles 


JE) THIS TOOTHPASTE TASTES GOOD!” 


Whether you want to reach children or adults—WGN-TV’s top pro- 
gramming delivers the kind of audience that meets your needs. 


That’s why Top Drawer Advertisers use WGN-TV. 
Keep your eyes on WGN-TV this fall, because more and more top 


S 


troduced his mouthwash to cd 

tists and physicians by samp 

and personal visits. 

| The product proved popul. 

and within a few years the con 
pany moved to an entire floor 
a commercial building. Lavori 
built its present quarters—wit! 
60,000 sq. ft. of space in thre: 
floors and a basement—in 1923 

Mr. Leigh continued as presiden! 
until 1940, when he became vp in 
an advisory capacity until hi: 
death in 1947. 

Succeeding him was Greei 
Ladd, who retired in Septemb« 
1954. Harold C. Keen became pres- 
ident and has served to the present 
time. 

Lavoris has been known as on: 
of the largest independent manu- 
facturing chemists’ firms in th: 
industry. 


# An anomaly in this age of sales- 
manship, the Lavoris Co. has no 
salesmen and no sales agents and 
has had none for more than 40 
years. Its business is done entirel) 
by mail order. 

Mr. Keen said that purchase of 
the company by Vick wou!d not 
bring any changes in the Lavoris 
operation in Minneapolis. 


® Lavoris is planning a new cam- 
paign built around the introduc 
tion of a new package. The pro- 
motion, biggest in the company’s 
history, is based on test market 
research in more than 2,0.) self- 
service stores. The new pack 
resulted in a 17% sales increa 

| with no promotion, Lavoris re- 
ports. 

The new package carries a new 
Lippincott & Margulies designed 
brandmark and a diagonal “La- 
voris” in black with red copy lines 
above and below. 


@ The package will be promoted 
to the trade with a color insert 
in Drug Topics and Supermarket 
News in October. The consume! 
campaign will get under way in 
November with color ads in La- 
dies’ Home Journal, Life, McCall's 
and The Saturday Evening Post. 

“Our new package,” says Harold 
Keen, Lavoris’ president, “is in 
tune with the trend toward self- 
service and relates directly to ou: 
advertising stressing high visual 
product identification.” 

Savage-Lewis, Minneapolis, is 
the agency. = 


Shannen to Kelly Zahrndt 
Fred J. Shannon, formerly mer- 
chandising and marketing director 
of Erwin Wasey, Ruthrauff & 
Ryan, has been named merchan- 
dising and marketing director ot 
Kelly Zahrndt & Kelly, St. Louis. 


Waterman-Getz Adds One 


George Braziller Inc., publisher 
has appointed Waterman-Getz Ad- 
vertising, New York, to handle it: 
trade book advertising. 


CASE HISTORIES OF 
SUCCESSFUL USAGE OF 


RADIO IN 


NEW YORK 


Station WWRL 
Woodside 77, 
New York City 
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This gal leads the cheers for new products galore 
And gets friends to follow her down to the store. 
So if you want to reach Influentials like her, 


Sound off good and loud in the Satevepost, sir! 


(Sell the Post-Influentials—they tell the others!) 


The Saturday Evenin Your ad page gets 29,456,000 


proved reader exposures in an average 
issue of the Post. (Politz Ad Page 


Exposure Study, 1958) 


A CURTIS MAGAZINE 
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TRI-PAW—This color page, running 
Nov. 9, is one of three scheduled 
this fall in the New York Times 
Magazine, each using models en- 
dowed with an extra hand—the 
better to display Grandoe Gloves, 
says Mervin & Jesse Levine Inc., 
the agency. 


Plea to Beef Up ia 
FTC in Policing 
Ads Gets Backers 


Congressmen Thompson, 
Murray Back Blatnik; 
Funds Meager Yet Unspent 


WASHINGTON, Aug. 28—It looks 
as if Rep. John Blatnik (D., Minn.) 
won't be alone if he goes ahead 
next year with his plan to fight 
for a substantial increase in the 
Federal Trade Commission budget 
for fighting false advertising. 

Before leaving Washington last 
week Rep. Blatnik told Apbver- 
TISING AGE that there isn’t much 
point in issuing additional reports 
stressing FTC’s weaknesses in the 
advertising field. He said the time 
has come to stop beating the com- 
mission over the head and to get 
to work on a constructive program 


to “upgrade” the commission’s 
work in the advertising field 
through reorganization, and 


through increased budgets which 
will enable it to do a more com- 
prehensive job (AA, Aug. 25). 
Along the same line, at least 
two other members of Congress 


We can supply 10 coins from 10 countries, 
our full-color heavy board world map coin 
holder, and a booklet on g coins 


Herti 


(or a magnifier) for as little as 18¢. This 
and many other self-liquidating units from 
18¢ to $1.50 are listed in our catalogue. 
It also lists dozens of foreign coins and 
bills available for as little as '/,¢ each. 


Our full-color heavy board world map | 
coin holder—availabie as low as 6¢ each. 


WRITE OR PHONE TODAY FOR FREE 
SAMPLES & OUR LATEST LISTS OR 
$1.00 FOR COMPLETE KIT AND DO 
NOT MISS OUR DISPLAY AT BOOTH 
NO, 264 AT THE NEW YORK PREMIUM 
SHOW, SEPT. 8 to 11th. 


Royal Coin Company, Inc. 


Jerome M. Eisenberg, President 
John R. Waldman, Sales Mgr. 
WORLD'S LARGEST SUPPLIER OF 
FOREIGN COINS & CURRENCY 
47 W. 46th St., N. Y. 36, N. Y. 
Dept. P JU 6-4689 


Member PAAA, N.Y. Prem. Club 


| ing,” 


| know 


went on record last weekend to 
the effect that FTC’s current 
budget for action in the adver- 
tising field falls far below the 
sums the commission needs. 

Rep. Frank Thompson Jr. (D., 
N. J.) and Sen. James E. Murray 
(D., Mont.) had identical reactions 
to the announcement that FTC is 
considering a “guide” which will 
be used as the basis for a cam- 
paign against fictitious price ad- 
vertising. 


s “This is so much window dress- 
Rep. Thompson complained. 
“The commission knows, the Con- 
gress knows and the public should 
that the guides cannot be 
enforced because there is no mon- 
ey for their enforcement. The 
plain truth is that the commission 
does not have and will not re- 


| 
| 


quest of Congress or the Bureau | 


of the Budget the money to en- 
force the guides for the benefit of 
the public.” 

“The real deception,” Rep. 
Thomson complained, “is that the 


Your regular 


sik. screen printer can praduce the 
display er tebel for 


KLEEN-STIK 


‘he commented, “that in announc- 


announcement lulls the purchaser;ing policed, when in fact the;su 
into restful submission to shame-| means of policing them are ab- 
less lying by industry concerning sent. Unless an allocation is made 
bureau of adver- 
‘regular $50 value now only $25’— | tising to administer its advertising | 
when in truth the product has| guide program in a proper man- 
never been sold for $50 and many | ner, supported, of course, by in- 
times has never been sold for| dividual prosecution of violators, 
|one more deception will have been 
“Under these circumstances, the | added to the already vicious prac- 


the value of offered products—|to the FTC's 


more than $17.50. 


commission announcement is an-| tice. 


other license to dishonest adver- 


“It is expected that the com- 
tisers to continue defrauding the | mission will make a sufficient pre- 
workingman, the pensioner, andj sentation of this problem to the 


Advertising Age, September 1, 


Itation in recent years, and 
the bureau hasn’t been spe: 
all the funds that are avai 
| to it. 

Budget figures secured b) 
| VERTISING AGE showed that <‘ 
300 was allocated for the b 
of consultation in fiscal 19 
/was increased to $363,800 in 
| but after allowing for pay 1 
this was the equivalent of 
$330,800. For 1959, the bure: 


which is another reductio: 


social security client and the poor | Bureau of the Budget and to Con- | terms of 1957 dollars. 


in desperate need of honest bar-| gress in order to increase funds | 
available to the commission and | firmed that the bureau of cons: 


gains.” 


Nevertheless the commission 


‘its bureau of consultation for the| tion hasn’t spent even the 


# Sen. Murray hit the same| fight against deceptive pricing.” 
theme. He said [FTC’s] bureau of | 
consultation has the legal weap-|# While the congressmen talk 


ited budgets. | in 


sum allocated to it. While $3 


|/300 was allocated for 1957, 


consultations was held to $35) 


in | bureau of consultation spent . 
ons to do an effective job but is| terms of more money so that FTC | $310,600. In 1958, it spent $331, 
proceeding under exceedingly lim-| can us the industrywide approach | 650, which was $32,150 less ' 
dealing with widespread adver- | the sum allocated. The compa: 


ble 


“There is considerable danger,” | tising and merchandising offenses, | 1958 figure will not be available 


ing its intention to proceed the 
commission will lead the public 
to fee] assured that prices are be- 
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Not even the Sorcery of the Arabian Nights can match 
the modern merchandising magic of KLEEN-STIK for 
pulling extra attention to P.O.P. Displays and Labels. 


© SO EASY TO USE—Peel backing paper and press 
in place. No water, no glue, no tacks or tape. 
® STICKS TIGHT—on any hard, smooth surface. 


® GETS DISPLAYS UP—and keeps 'em up, in the best 
locations. 


® EASY TO PRINT—any size, any shape, by any print. 
ing process. 
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KLEEN-STIK 
STRIPS and SPOTS 


(APPLIED AFTER PRINTING) 
Smart, Streamlined Way to Get Dis- 
plays Up and Keep Them Up! 

Exclusive, patented Strip and Spot 
application of KLEEN-STIK makes 
displays easier to put up . . . gets 
preferred locations. Can be applied 
anywhere on front or back . . . com- 
bined with die-cuts and folds to pro- 
duce unique 3-D and novelty pieces. 
Available from 11 regional service 
plants. 


be : Te 'd DPressure- Sensitive 


fithegrapher, 
right 
you, 


printer, advertisers use KLEEN-STIK — 


let, "101 Stik Triks” today! 


SEE HOW AMERICA’S leading 
send for free book- 


|budget figures confirmed by the| under after the end of the {iscal 
commission show that there has| year, June 30, 1959. 
been an actual decline in funds | 
allocated to the bureau of con- there is more involved in getting 


that 
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effective enforcement of false ad- 
vertising laws than the appro- 
priation of money. 

“Congress should look again at 
the operation of the Federal Trade 
Commission with respect to its ef- 
ficacy in protecting the buying 
public,” he complained. “Minus 
an interference in its normal proc- 
esses by another branch of the 
government, the commission is do- 
ing a creditable job within a 
limited sphere. But the limitation 
is self-imposed, and its power is 
not fully used to protect the ulti- 
mate consumers of goods. 

“There is little or no effort be- 
ing made to mobilize the honest 
advertisers and the voluntary 
business organizations, such as the 
better business bureaus and the 
Advertising Federation of America 
behind a nationwide concerted 
drive against fraudulent pricing. 


“What has been done construc-| 
tively so far has been done by the | 
bureau of consultation. That bu- | 


reau’s effectiveness has been lim- 
ited by reluctance to provide it 


with adequate funds for the ad- 
ministration of a voluntary clean- 
up program and advertising guides 
for entire industries.” + 


WOR Promotes R. J. Leder 
in Radio, TV Realignment 
Robert J. Leder has been ap- 
pointed general manager of the 
WOR division of RKO Teleradio 
Pictures, New York, in a realign- 
ment of the division’s radio-tv 
operation. Mr. Leder, formerly 
general manager of WOR and vp 
of RKO Teleradio, will have full 
operating responsibility for both 
the radio station and WOR-TV. 
Gordon Gray, vp of RKO Telera- 


'dio, who has been manager of 


WOR-TY, will devote his full time 
to general executive assignments 
for the company. 

Under the realignment, Burt 
Lambert, formerly account execu- 
tive with WOR, has been named 
sales manager WOR-TV. William 
McCormick will continue as sales 
manager of WOR. Heading the 


|}combined radio and tv program- 


ming operation will be Robert 
Smith, previously program direc- 
tor for WOR. 


IBM Sets Corporate Drive 
International Business Machines | 
Corp., New York, has set the first | 
corporate advertising campaign) 
based on a mathematics education 
program. The $300,000 initial drive, 
designed to increase public aware- 
ness of mathematics’ contribution 
to progress and to encourage math 
careers, was launched in the Aug. 
25 issue of Newsweek. The con-| 
tinuing fall schedule will include) 
five alternating color page ads! 
each in Newsweek, Time, U-.S.} 


News & World Report, Science ris, Harlan, Wood division of Flet- | = 
Los Angeles, | © 


World and Senior Scholastic. Ben- 


ton & Bowles is the agency. 


Crusader Names T.A.P. 

T.A.P. Inc., Hollywood, has been 
named the merchandising division | 
of TV Spots, tv film producer of | 
“Crusader Rabbit.” All toy li- 


, —? are 


censing and premium promotion 
activities on the cartoon series 
will be handled from the Holly-| 
wood home office of TV Spots. 


Promote Randall Mathews 
Lehn & Fink Products Corp., 
New York, has promoted Randall 
Mathews, formerly a regional man- | 
ager, to the new position of assist- | 
ant brand manager for Lysol 
disinfectant and Hinds Honey & 


|Almond fragrance cream. 


Harris, Harlan, Wood Adds 1 

International Projectors Inc., 
maker of the Bascon home movie | 
projector, has appointed the Har- | 


cher D. Richards Inc., 
to handle its $250,000 advertising | 
account. 


MacManus Affiliates in Cuba 

F. Cross Publicidad has been 
named Cuban affiliate of Mac- 
Manus, John & Adams, New York. 


material. 


meee 


—_— 


KLEEN-STIK “VINYL-STIK” 


KLEEN-STIK 


New quick-transfer D” Tape adds 
famous KLEEN-STIK peel-and-press 
convenience to Window Stream- 
ers, Ad Reprints, Wrap-around 
Labels, forms and other printed 


Fast . 


1” wide. 


ee UBL-: -STIK’ 


For Longer-Lasting Weatherproof Outdoor Displays 


or expansion on location. 


and the printing process. 


*“D” TRANSFER 


Instantly Makes any Printed Piece into a Self-Sticking P.O.P. Display! 


. Easy . . . Economical 
“D” Tape is easily applied by 
hand —or for larger runs, on 
the new Automatic Applicator. 
Available in rolls 2", %”, and 


TAPE 


TWO-SIDED, ‘TRANSPARENT SELF-STICKING HEAVY-DUTY TAPE (Very High-Tack Adhesive) 


ideal for holding up heavier displays 
plates, etc. Available in any width needed. 


- cardboard, plastics (fiat & vacuum formed), metal signs & name- 


‘a onal; nee itaticking printing materials lar iaciiie and Labeling. Select the stock to fir the job 


| 


Tough, flexible Firestone “Velon” plastic, backed with famous KLEEN-STIK peel-and-press adhesive, produces 
self-sticking outdoor displays that last longer, stay brighter, stick tighter on practically any surface. Water- 
proof, fade-proof, scuff-resistant — impervious to most oils, grease, salt, and acids. No harmful shrinkage 


| “perception 


vactions to packaging, layout, 
| vertising and product design. 
| 


|manager of 


KROMEKOTE . . . mokes glossy, 

multicolored iabels, signs and 

displays. 

65* COATED LITHO ... for Prod- 

vet and Package Lobels, Shelf 

Strips; Door and Window Stickers, 
~ ete. 


FOULS . . . ideal for deluxe Product and 
Package Labels, Seals, Nameplotes, etc. 


“PLEX-STKK" . . . Extra-strong, extra- 
flexible rubber — impregnated stocks, 
litho coated or uncoated, for long-last- 
ing, clean-removing Point-of-Sale Signs, 
Bumper Strips, Truck Signs, and other 
outdoor uses. 


VELLUM and TAGS . . . for Oil-Change Stickers, Plaques, Oeuler identification Signs, Lapel-Stik for badges, etc. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives for Advertising and labeling 
- 7300 West Wilson Avenue, Chicago 31, Illinois 


PLANTS IN CHICAGO, NEWARK, LOS ANGELES AND TORONTO 


DAYLIGHT FLUORESCENTS .. . 5 fiery, 
eye-stopping colors. ideal for point-of- 
sale signs, and labels. Economically 
printed letterpress or offset. 


PLASTIC FILMS .. . Clear, matte or 


metalized. Used for door and window 
signs, product labels, etc. 


KLEEN-STIK “Wakes Jt! 


JOIN OUR FREE “IDEA-OF-THE-MONTH”’ 
CLUB — get samples of outstanding 
KLEEN-STIK ideas. Write TODAY. 
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“Poor penmanship is never in good taste.” 


ce Amy Varsberbtls 
| smeemes eee 


COURTEOUS CORRESPONDENCE—T his 
ad, for Smith-Corona portable 
typewriters, will break in the 
September Ladies’ Home Journal. 
It features Amy Vanderbilt on the 
social acceptability of typewriting. 
Cunningham & Walsh is the agen- 
cy. 


Research Company Will Open 


‘Perception Lab’ in Seattle 


The Center for Research in Mar- 
keting Inc., New York, will open a 
laboratory” in Seat- 
tle in September. The Seattle Lab- 
oratory, similar to the one main- 
tained by the company in Peek- 
skill, N.Y., will test consumer re- 
ad- 


Scannell Named District Head 

Robert J. Scannell, assistant dis- 
trict manager in the Chicago of- 
fice of Electrical Merchandising, 
has been appointed Ohio district 
the publication. He 


|sueceeds J. L. Phillips, who re- 
signed. 
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WIENER SALES % 
ZOOM TO % 
FIRST PLACE!* % 


*Oscar Mayer : ¥ 
: Wiener sales ere 
ia first in Los Angeles 
with dominant use 
of ROP color ads. 


2 WOE sco. 
910 East 138th Street 
New York 54, N.Y. 


Sales Offices: NewYork « Boston 
Chicago ¢ Dallas « Miami 
San Francisco 
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Detroit Printing Week Graphic Arts Assn. of Michigan 


JUST TAKE A CAR Organization Formed —secretary. 
/ | A permanent, non-profit com- 


pany, Detroit Printing Week Or- tagttate Soviees Sivoee of | 
«+ ny card ganization Inc., has been formed Men's & Boys’ Wear, New York, | 


to provide a body through which rised its slogan so that it | 
Each card represents one of | business, education, and crafts- md a a Right—when you 
Farm Store Merchandising’s |manship interests in graphic arts rece ed eee bas do your best.” | 
readers—-tabulated information | and allied fields may participate look your best } “Dress Right 
on the kinds of goods he sells to |in an industry program for the The — bigend to ” Change 
his share of the $22 billion agri- | annual promotion of Printing | YOU Cant # fork Page tn On mene 
cultural industry. Want to know | Week in January. The new com- pie Be vt nid the institute 


more about him? |pany will headquarter at 320 . 

a : told its members. 
For information, see BPRD Clas- | Lafayette Ave., Detroit. 
sification 44A or write: | Officers include Harry R. 


Schram, purchasing agent of R. L. Duon Launches Hair Control 
Polk & Co., and representing the Duon Inc., Coral Gables, is in- 
|Graphic Arts Guild of Detroit— troducing Hair Control, a lanolin mee Ea eae 
president; Clarence G. Schroeder, | stick to keep hair in place, 0:4 japan paioalenemmaamatea ne commen 
| vp of the Allied Printing Trades the slogan, “Makes every WA€VC | space aGE—Corning is mark: t 
Council—vp; A. Ted Annen, vp of behave.” Radio, television, color ing cooking ware made o1 
Shelby Photo Engravers Co. and newspapers, consumer and busi- 9 cette dagger > 
representing the Adcraft Club of ness magazines are being used.| "© ertat, fyroceram, ich 
THE MILLER PUBLISHING CO. Detroit—treasurer, and Ronald Compton, Peterson & Woodruff,|was developed for the long-:inge 
Ons & Minneapolis 40, Minn. = niacDonald, representing the Coral Gables, is the agency. missiles. Ads like this in Siuiday 
|newspaper sections point ou. the 
new material is resistant to ex- 
tremes of hot and cold. N. W. Ayer 
& Son is the agency. 


Ziv Promotes Three Salesmen; 
Adds Two TV Series Sponsors 

Ziv Television Programs, New 
York, which recently realigned 
and enlarged its sales staff (AA, 
July 28), has made three new 
appointments. Joseph Kotler, for- 
mer Ziv Cincinnati division sales 
jmanager for special properties, 
has been named New York sales 
manager, replacing Len Firestone, 
}who has been promoted to general 
sales manager. Two New York ac- 
count executives were appointed 
to new posts: Richard Hamburger 
was named assistant New York 
City sales manager and James 
Parker was named one of three 
| spot sales managers for the eastern 
sales division. 

Two brewers, Jos. Schlitz Brew- 
ing Co., and Adolph Coors Brew- 
ing Co., have purchased Ziv’s 
“MacKenzie’s Raiders” for multi- 
market sponsorship. Schlitz (J. 
Walter Thompson Co.) will spon- 
sor “Raiders” in 15 markets and 
Coors (Revill Fox Advertising 
Agency) in eight markets. This 
brings the total number of “Raid- 
ers” markets sold to date to 63. 


Lebow Bros. Merchandises 

Lebow Bros., Baltimore, is dis- 
tributing a sales and promotional 
program to its franchised retailers 
on the principle that higher priced 
clothing should not be sold on 
prestige and eye-appeal alone. In- 
cluded in the program are ads, 
point of sale displays and publicity 
pieces for radio and television. 
Johnstone Inc., New York, handles 
the account. 


Pan American Names Mitchell 

Pan American World Airwys, 
New York, has named Guy R. 
Mitchell manager of sales resear’), 
a new post. He was former!) 3 
sales research analyst with 
company. 


Stevens Joins Black & Little 
Dorothy P. Stevens, forn 


I ect 
Not everyone listens to KBIG. And frankly, we tay Hee aang Sauk tie & 
rather enjoy this distinction. KBIG is interested Newark, as an account execu 
in reaching only a stable, mature audience... 

and we do! 91% adult listeners (Pulse, Inc.) in oo Radio 


Catalina 


for all cut “‘waste circulation’ 
Southern 


California 


234 Southern California communities. 


KBIG appeals to a convincible audience with the 
ability to buy your product. 


Pin-point yo 
advertising a: 
promotion me 
sages. Use bu 
ness films — s\ 
est way to 
your story acre 
with full impact and lasting retentic 
- » » Warning: call in a ‘pro’ — 


Atlas Film Coperatic: 


CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollyw 


This is an irresistible value in profitable radio coverage 
at 71% less cost than competitive stations! 


7 = 
G = BW 4 
The Refreshing Sound of Radio... 740 kc, 10,000 watts KB IG 


JOHN POOLE BROADCASTING co., INC. 
6540 Sunset Boulevard, Los Angeles 28, California - HOllywood 3-3205 


San Diego 


National Representatives: WEED & COMPANY ©1958 John Poole Broadcasting Co., Ine., Los Angeles, Calif. 
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- Ps 


EVENING 
AND 
SUNDAY= 


THE BULLETIN PUBLISHES 


THE LARGEST 


AMOUNT OF 


COLOR 


ADVERTISING 


IN PHILADELPHIA 


To help build sales in the prosperous 
Greater Philadelphia iarket, advertisers 
continue to make increasing use of 

R.O.P. spot and ful! color in Philadelphia’s 
home newspaper—The Evening and 
Sunday Bulletin. 


In this newspaper they get complete 
color service—seven days a week. And they 


get a quality of reproduction that 


won for The Bulletin two first prizes in 
the 2nd Annual Newspaper R.O.P. 
Color Conference. 


The Bulletin goes home...delivers 
more copies to Greater Philadelphia 
families every seven days than 


any other newspaper 


Advertising Offices: Philadelphia « New York + Chicago 


Representatives: Sawyer Ferguson Walker Company, Detroit 
Atlanta + Los Angeles « San Francisco 


Florida Resorts: The Leonard Company, Miami Beach 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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A POWERFUL SELLING FORCE IN MORE THAN 


A Trusted Friend and Counselor in More Than 


Advertising UP 47 pages in "57 . . . average net paid circulation 
for "57 - 98,665 . . . UP 60% in the last 5 years. 


It's Officical: ‘58 
Tax Returns Won't 
Ask Expense Data 


WasHINGTON, Aug. 27—The In- 
ternal Revenue Service officially 
confirmed today that employes 
will not be required to report ex- 
pense account reimbursement on 
their 1958 income tax forms if re- 


60,000 CHURCHES 


100,000 Homes  /LQ7--> 


7 p.m. to sign-off 


DEAN LEWIS 


alias ‘‘Music Man" 


MALE DJ. 3 YEARS 


Distinguishing Marks: 


6.1 (latest Pulse Rate) 
Influences 1,707,400 Central Ohioans 
In top 10 in area 


Height: 
Weight: 
Size: 
Characteristics: Relaxed manner 


Amazing popularity 


WBNS RADIO 


CBS - Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 


| 


Advertising Age, Septemb 1, 1958 


ALL PURPOSE 


DESIGN—International Milling has discarded its old design for its 
Robin Hood flour (on right) after 50 years for a new poster type 
treatment. 


}— einaai ——— 


|imbursement does not exceed ex- 
penditures. 

This statement officially termi- 
nates a controversy which arose 
last winter, when the Internal 
Revenue Service issued warning 
|that everyone receiving expense 
funds would be required to give a 
full accounting to the government 
as part of the 1957 tax return. 

In the tide of protest that fol- 
lowed, Mr. Harrington waived 
the requirement for 1957 and sub- 
sequently issued a proposed reg- 
ulation for 1958 requiring a full 
accounting only from those who do 
not make an accounting to their 
employers. 


® As officially issued today, the 
regulation for 1958 provides: 

1. An employe who accounts to 
his employer and receives only 
what he spends does not have to 
|report either in detail or in total. 
But any allowance in excess of 
|expense must be reported. 

2. An employe whois not re- 
quired to account to his employer 
must report total amounts of ex- 
pense for travel, transportation, 
entertainment and other purposes. 

3. If reimbursement is less than 
the amount of expense, the em- 
ploye may claim a deduction for 
the excess. But he must furnish a 
statement showing total advances, 
| reimbursements and total business 


expense broken down into major | 


categories such as travel, trans- 
portation, etc. 


# Ordinarily an employe who ac- 
counts to his employer will not 
have to substantiate his expense 
account affairs unless: (1) Ex- 
pense exceeds reimbursement and 
he claims an additional deduction, 
(2) he is related to his employer 
or employed by a company in 
which he or his family owns 50% 
or more of the stock, or (3) if his 
employer’s account procedures are 
not adequate. 

Commissioner Harrington said 
that mileage and simiiar allow- 
ances paid according a fixed 
scale will be considered as equiva- 
lent to an accounting to an em- 
ployer. + 


Hunter Scott Joins NFAA 
Hunter Scott, Findley -& Lake 
Advertising Agency, Fresno, has 


been elected to membership in the 
National Federation of Advertis- 
ing Agencies network. This brings 


total membership in NFAA to 23 
agencies. 


Phillip Wenig to Cako: 


Phillip W. Wenig, formerly 
with A. J. Wood & Co., has joined 
Harold Cabot & Co., Boston, as 
director of the agency’s marketing 
and consumer research depart- 


ment. 


“Out damned spot! 


Out I 


99 
Say . 


—SHAKESPEARE, Macbeth 


CALL LAURENCE FOR THE CLEANEST HALFTONES YOU'V 
EVER HAD. IF YOU ARE NOT RECEIVING YOUR FREE COPIE 
OF “LAURENCE’S GUIDE FOR PHOTOENGRAVING BUYERS 
WRITE OR PHONE TODAY. LAURENCE INC., fine Photo ©: 
gravers, 547 SOUTH CLARK STREET. WAbash 2-6284. 
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Advertising Age, September 1, 1958 


Caesar Joins Hume, Smith | Sets Marketing Conference |"Missile Design’ Names Cash | 
NURS ES Jack Caesar has joined Hume,| A special marketing conference Missile Design & Development, | 
Smith, Mickelberry, Miami, as an/|on how to beat the economic trend| New York, has appointed James | 
| account executive and special con-| through better selling will be}Cash, Dallas, southwestern man- 

NEEDED sultant on outdoor advertising. He | sponsored by the American Man-|ager. Mr. Cash formerly repre- 

: | was formerly with Webster Out- | agement Assn. Sept. 25-26 at the| sented Aviation Week and Busi- 

door Advertising Co. since 1950. Statler Hotel, New York. | ness Week in that territory. 


FREE HEART SURGERY ~ - 
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Nordmark Becomes Nordson 
Nordmark Pharmaceutical Lab- 
oratories, Irvington, N. J., has 
changed its name to Nordson Phar- 
maceutical Laboratories because 
of “trademark registration prob- 


| lems.” 


A New Service 
Deborah Sanitorium and 
Hospital 


Attractive Salary 
WITH INCREMENTS and 
PENSION PLAN 


Excellent Accommodations 

In Nurses’ Home on 

Beautiful Landscaped Grounds of 
DEBORAH at BROWNS 

MILLS, NEW JERSEY. 


Private Rooms, 
Parlor 
Excellent rood, 
Laundry. 


Interviews by appointment 
9 A. M. to 5 P. M. weekdays 
642 Widener. Building 
1321 Chestnut St., LO 6-6786 
NEW AORTA ANYONE?—Deborah San-| 
itorium and Hospital, Philadelphia, 


beats the nurse shortage with the 
inducement “free heart surgery.” | 


Thomas Pushes 
‘Fashion-Favored’ 
Lighting Fixtures 


LOUISVILLE, Aug. 26—Thomas | 
Industries Inc. will launch a new 
advertising campaign in Septem- 
ber in magazines and trade pub- 
lications to introduce a line of five 
new “fashion-favored” lighting 
fixtures. 

Page color ads are scheduled in 
the September issues of Electrical 
South, Electrical West, Electrical 
Wholesaling, Hardware & House- 
wares, Lighting and Qualified Con- 
tractor. Page color ads will appear 
in the October issues of American 
Home and House Beautiful, and 
the November issues of House & 
Garden and Living for Young 
Homemakers. 

Point of sale material will be 
made available to distributors, 
contractors and dealers. Henri, 
Hurst & McDonald, Chicago, is the 
agency. = 


Prange, Ruffle Join Bishop 
Alfred Thomas Prange, formerly 
with International Latex Corp., has 
joined Hazel Bishop Inc., New 
York, as director of television and 
radio activities. Hazel Bishop says 
that by Sept. 15, it will be run- 
ning more than 5,000 television 
spots weekly on approximately 
200 stations. Matthew Ruffle, for- 
merly director of marketing of 
Richard Hudnut, has been ap- 
pointed a Hazel Bishop vp, func- 
tioning in the general sales man- 
agement and administration areas. 


Don L. Baxter Adds One 

The new Sheraton-Dallas Hotel 
has assigned Don L. Baxter Inc., 
Dallas, to handle its local advertis- 
ing. Plans have begun for devel- 
opment of a large scale local ad- 
vertising and promotional pro- 
gram to introduce the new Shera- 
ton unit, scheduled for formal 
opening in early 1959. Batten, Bar- 
ton, Durstine & Osborn, Boston, 
handles national advertising for 
the Sheraton Corp. of America, 
Boston. 


Channel Master to S. R. Leon 
Channel Master Corp., Ellen- 
ville, N.Y., has appointed S. R. 
Leon Co., New York, to handle ad- 
vertising for its television anten- 
nas and other products. Batten, 
Barton, Durstine & Osborn is the} 
previous agency. | 


oe 


Mllinsis State Journal and Register 


OFFER YOU 100% COVERAGE OF SPRINGFIELD... 
CAPITAL OF ILLINOIS AND A TOP TEST MARKET 


A balanced economy — solidly based upon agriculture, industry, and Civil Service — makes 
Springfield an ideal test market. And the //linois State Journal and Register 
provide the dominant coverage so vital to successful testing — 100% coverage in Sangamon 
County (Springfield) and 61.6% coverage in the entire | |-county trading area. 
—- Ne 
Se ee “The Ring Cy of Truth” 
5 COPLEY NEWSPFA 


15 “Hometown” Newspapers covering Springfield, Illinois — Northern Illinois — San Diego, California — 
and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


a REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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‘Progressive Architecture’ 
Sets News Report Section 

Progressive Architecture, issued 
monthly by Reinhold Publishing 
Corp., New York, will introduce a 
new section to be called “P/A 
News Report,” starting with its 
January, 1959, issue. The new sec- | 
tion will carry coded advertising | 
and will have a base rate of $1,130) 
a page. 

In addition to being published as 
a part of the magazine, the new) 
section will also be distributed to 
a selected list of engineers, design- 
ers and draftsmen; it will have a 
total distribution of 53,000 in the 
architectural field, Brad Wilkin, 
publisher, said. ’ 
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Sell more 


MILLION MEN 


MAGAZINE 


Getting Personal 


Ray Sullivan, board chairman of Sullivan, Stauffer, Colwell & 
Bayles, escorted his daughter Sheila up the aisle Aug. 16 when 
she married Carl A. Teschemacher Jr. in Scarsdale, N. Y. After a 
wedding trip to Nassau, the couple will reside in Plainfield, N.J. . . 

Amy Morrissey, a philosophy instructor at Wellesley College, 
will be married Sept. 14 to Adam Kleppner, a graduate student in 
mathematics at Harvard and son of Otte Kleppner, partner in 
Kleppner Co., New York agency... 

Robert C. Gordon, advertising sales manager, Time Inc., and 
Fred Wittner, managing partner, Fred Wittner Advertising, New 
York, are members of a five-man trade mission which has been 
sent to Yugoslavia by the Department of Commerce to participate 
in the Belgrade International Technical and Achievements Fair 
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Starch 52nd Consumer Magazine 
Survey proves Elks a mighty market 
for any consumer product. 


Their above-average incomes afford 
above-average living. Among 58 
leading magazines surveyed, readers 
of the Elks Magazine are SECOND with 
incomes of over $5,000. They are 
FIRST among OFFICIALS and 
PROPRIETORS. 


In single and multiple car ownership 
you'll find Elks among the LEADERS 
of all of the readers of the 58 
magazines surveyed. 


Whether the product cost is large or 
small you can confidently count on the 
Elks as a foremost market. 


New York 


7-COUNTY PULSE REPORT 


Los Angeles 
Portiand, Ore. Chicago 


BUT... WKZO Radio Touches All the 
Bases for You in Kalamazoo- 

Battle Creek and Greater 

Western Michigan! 


It takes just one big swing, the swing to WKZO Radio, 


KALAMAZOO-BATTLE CREEK AREA — MARCH 1958 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


WKZO | Station “B" 


Station “C" 


Battle Creek and Greater Western Michigan. 


6 A.M. - 12 NOON 32 22 
12 NOON - 6 P.M. 29 22 
6 P.M.-12 MIDNIGHT) 30 20 


In fact, WKZO averages over 32° of the total audi- 
ence ‘hits’ each day (Mon.-Fri.) from 6:00 a.m. to 
12 noon or a tremendous 48° more than the second- 
place station! 

Let Avery-Knodel tell you more about WKZO Radio. 


*Only eight major leaguers have ever accomplished 3000 hits in a career. 
The most recent to reach the goal was Stan Mustal (on Mav 13, 1958) 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc, Exclusive National Representatives 


to make many thousands of hits, every day, in Kalamazoo- | 


Advertising Age, September 1, 1958 


(Aug. 23-Sept. 2) and the Zagreb International Trade Fair (Sept. 
6-21)... . 

Mr. and Mrs. Robert Muller are parents of a son, Andrew Robert, 
born at Long Island College Hospital Aug. 17. Dad’s media director 
of Remington Rand, New York. . . 

A first child, named Greer 
Elizabeth, was born on Aug. 
3 to writer-producer Don 
Hockstein of Tatham-Laird, 
Chicago, and his wife, 
Jane. 

Helen Seevers, head of 
Seevers Advertising Agency, 
St. Louis, gave her annual 
Midsummer Media Men’s Me- 
lee a couple of weeks ago, at 
which Harley L. Ward, Chi- 
cago publishers’ representa- 
tive, was named “Space Man 
of the Year.” Satirical pres- 
entations, a feature of the par- 
ty, were directed by Thomas 
W. Bryant Jr., of Redbook, 
and hula “girl” entertainers 
included Fred Bates of Metro 
Sunday Magazines, Lou Por- 
terfield of Parents’ Magazine, 
John Neill of Everywoman’s 
Family Circle, Frank Avery of 
Modern Romance, John Fend- 
ley of Household, and Jim 
Leininger of Parents’ Maga- 
zine. A parade, headed by 
Bernal Weinbrenner of Baby 
Talk magazine and Frank Av- 
ery, Modern Romance, pre- 
ceded the party, which was 


BACKYARD FISHING—Porter Dickin- 
son, vp and assistant general man- 


ager of the Honolulu Star-Bulletin, eld at Glen Ellen, near 
‘ ‘ Steelville, Mo. 
got this 618 lb. blue marlin off Sate Game with the ad 


the Waianae coast of Oahu—an 
hour’s drive from his downtown 
office. 


section, sales department of 
the New Departure division 
of General Motors for the 
past 37 years, was given a 
testimonial dinner Aug. 27 on 
his retirement from the company in Bristol, Conn. . . 

Wallace E. Campbell, Ist vp of Fuller Brush Co., Hartford, Conn., 
is the new board chairman of the National Better Business Bu- 
reau... 

A prospective wedding involves Nancy Wenner, of Havertown, 
Pa., and Dr. Charles M. Rohrabaugh Jr., son of Kudner Agency’s 
president, C. M. Rohrabaugh Sr. The father of the bride-to-be, 
J. Howard Wenner, is lighting sales manager, Atlantic and Wash- 
ington regions of Westinghouse Electric Corp. . . 


TEMPORARY JOB—Here’s Homer Buckley, pioneer direct mail advertis- 

ing man, who is credited with giving the medium that name, pin- 

ning a corsage on another pioneer—Ruth M. Gaherty, in honor of 

her 50th anniversary at Buckley-Dement, Chicago, where, as a 

youngster, she was given a temporary job in 1908. She’s been given 
a series of parties by her co-workers. 


Virginia B. Nielsen, daughter of A. C. Nielsen, was married 
Aug. 18 in Winnetka, Ill, to James A Hust. The newlyweds are 
on a trip to the French Riviera, Spain and Portugal. They’ll be 
graduate students at Columbia this fall. . . 

Fairfax M. Cone, chairman of the executive committee of Foote, 
Cone & Belding, Chicago, gains a son this fall, when his daughter, 
Mary Mastick Cone, weds Richard Henry O’Riley, Dartmouth grad- 
uate now on the staff of the Chicago Tribune. . . 


Charles Pettengill, formerly an account representative in the 
Chicago office of J. Walter Thompson Co., leaves some time dur- 
ing the week after Labor Day for a two-month pleasure jaunt 
through France, Italy, Spain, Switzerland, Germany, Belgium and 
England... 

John Mather Lupton, head of his own New York agency, and 
Weston, Conn., resident, has been nominated on the Republican 
ticket to succeed himself as Fairfield County representative in 
the Connecticut legislature. . . 

Charles H. Brower, BBDO president, and Mrs. Brower are back 
from Germany, where they visited their son Charles N., whose 
engagement to Fraulein Oda Roswitha Alix Rohde-Liebenau of 
Berlin has just been announced. Young Brower is in Berlin on a 
Fulbright scholarship studying German government and _ politics 
at the Deutsche Hochschule fuer Politik. . . 
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During the first 6 months of 1958 
The Washington Post and Times Herald 
was third among all newspapers 
in the nation’s 
top ten markets in 
total grocery advertising* 


Media Records 


*Chicago Daily News- 4,579,096 lines, St. Louis Post Dispatch— 3,655,376 lines, Washington Post and Times Herald- 3,647, 737 lines. 
Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeies; Joshua 


Represented by: —— 


B. Powers, Ltd.—London, England; Senor B. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter 
Co., Florida Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New EnglandHotel and Resort adv. rep.—West Roxbury, Massachusetts; 
Lou Robbins, New York and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck The Comic Weekly; Robert S. Farley—Finon- 
cial Representative in New York. 
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SIGHTEEN STVLES 
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TURE tradition of top quality in appearance 
and content. Presentation of newsworthy build- 
ings, significant technical developments, and 
other news will receive the same expert treat- 
ment as the rest of the magazine. There will be 
a reader-reply card, and all products, litera- 
ture and advertising will be coded for response. 


Coverage — All U.S. Registered Architects, 
Plus 10,000 Top-Flight Engineers and Con- 
sulting Firms 

P/A News Report will be received as a depart- 
ment of the magazine by PrRoGRESSIVE ARCHI- 
TECTURE’s paid reader audience of close to 
43,000. There will be 10,000 additional copies 
of the P/A News Report section mailed to a 
selected professional group. Through this dual 
distribution method, the section will reach all 


their new developments and product messages 
to reach a maximum audience of professional 
specifiers should schedule P/A News Report 
beginning January 1959. 


New Section Result Of Years Of Leadership 


In Architectural Field 

P/A News Report comes as another in the ever- 
growing list of PROGRESSIVE ARCHITECTURE edi- 
torial firsts. It is the result of years of experi- 
ence in how best to serve the profession and 
its suppliers. The section will be as popular 
and as closely identified with the architectural 
field as P/A Design Awards Program, P/A’s 
famous “special interest” issues, Interior De- 
sign Data, Specifications Clinic, Mechanical 
Engineering Critique and the many other pio- 
neering editorial features which P/A has in- 
troduced to the field. 


P/A News Report will be one more reason why 
Progressive Architecture means Productive Advertising 


26 Advertising Age, September 1, 1958 
ie) 
7 7 . | Glass Cleaners .....c.cccssssss0 89,000| Disinfectants, Deodorizers 223,000 : 
Spot TV Advertisers by Product Classification =—_ ens oy Gonew 7.000) fa tig.) inv 308000 
Shoe Polich .......nccvecsererseessees 11,000| Insecticides, Rodenticides .. 334,000 ‘ 
Miscellaneous Cleaners ...... 109,000 | Kitchen Utensils .................. 51,000 [ 
Second Quarter, 1958 | Sea ctersenezaonnn 292,000 pee 
Source: Television Bureau of Advertising from N. C. Rorabaugh Data _——..... ee 156,00. | 
Estimated Gross , DRUG PRODUCTS .................... 8,841,000! Margarine, Shortenings ...... 1,280,000 | 
Time Costs| Cold Remedies ..................-- ; 932,000 Meat, Poultry & Fish .......... 1,717,000 | HOUSEHOLD FURNISHINGS 613,000 | PET PRODUCTS oooccccsseccseeoeeoseee 916,00¢ | 
AGRICULTURE $ 289,000| Headache Remedies vcsvccoceces WAIT QOD nnncceccccosessnssevssnssocnoosonens ‘Beds, Mattresses, Springs .... 387, 000 | 
Feeds, Meals 169,000| —indigesti ~ ee 2,037,000! Miscellaneous Foods Furniture & Other Furnishings 226,000 | pu BiiCATIONS -cocoeemmen 219,000 w. 
Miscellaneous 120,000 tsnaiien eect 884,000 Miscellaneous Frozen Reads 332,000 
a 753,000} Food Stores... 2,357,000 | HOUSEHOLD LAUNDRY | SPORTING GOODS, BICYCLES, 
ALE, BEER & WINE 11,603,000 | Weight Aids ............. 704,000 PRODUCTS annnnnrerrnneerreneseorr EE WN ie accenee 315,000 
Beer & Ale 10,746,000| Miscellaneous Drug Products 1,530,000 GARDEN SUPPLIES & EQUIPMENT 296,000| Bleaches, Starches ..........- 1,484,000 er hence saga aioe 
Wine 857,000 Drug Stores .. sveee 181,000 Packaged Soaps, Detergents 8,166,000 General Sporting Goods .... 
GASOLINE & LUBRICANTS .... 6,926,000| = Miscellaneous ...........0000 359,000 —Toe ........ 284,000 \ a 
1 T Gasoline & Oil .................... 6,627,000 2 
ea ee ee anes gg renee nes ania oy ve 252,000 | HOUSEHOLD PAPER PRODUCTS 1,401,000| Miscellaneous... 28,000 
AUTOMOTIVE VPVSCOO] Coreale ........-0r-cececceseres 2,332,000 Miscellaneous ©... 47,000 — ee poe meneian. Oonee 
aatresene Coton, Yeo & Feed Drinks 6,893,000 al ’ EQUIPMENT oo.cccsscoossseesesene 
Batteries Condi , Sauces, | HOTELS, RESORTS, ge esas ion ee 
a Sn 116,000 Toilet Tissue 7 
= tikes aaa lene Rete jp nrg Miscellaneous ....cccccesceseene 333,000 TELEVISION, RADIO, PHONOGRAPH, Vv 
Trucks & Trailers 37,000) Desserts ......-ccesssesscssssesseee 344,000 HOUSEHOLD CLEANERS, CLEANSERS, | MUSICAL INSTRUMENTS .... 333,000 : 
Miscellaneous Accessories Dry Foods (Flour, Mixes, POLISHES, WAXES ............ 4,566,000 HOUSEHOLD, GENERAL ........ 1,223,000 | Antennes ha sesseenessennnnnnsts J = 
& Supplies 420,000 | No cntinciiate 1,743,000 Cleaners, Cleansers ............ 2,837,000 Brooms, Brushes, Maps, etc. — Radio & Television Sets ...... 103,000 7 
| Fruits & Vegetables, Juices 1,975,000 Floor & Furniture Polishes, | China, Glassware, Crockery, | ROCOTEE ...cscecrncsoreresnereerereerers , 
BUILDING MATERIAL, EQUIPMENT Macaroni, Noodles, Chili, etc. 327,000 ee eas 1,443,000 ee 29,000; Miscellaneous ................00+ 128,000 _ 
FIXTURES, PAINTS 1,130,000 | ne 
Fixtures, Plumbing, Supplies 165,000 
Moterials ss ccabtnalilag 175,000 P A h “4 
Point 712,000 rogressive Architecture announces... 
Power Tools . 6,000 
Miscellaneous 72,000 
CLOTHING, FURNISHINGS, 
ACCESSORIES 2,984,000 
Clothing 2,377,000 
Footwear . 552,000 
Hosiery 50,000 } 
CONFECTIONS & SOFT DRINKS 7,648,000 
Confections ... 2,145,000 
Soft Drinks 5,503,000 | 
CONSUMER SERVICES 3,771,000 | ’ aes ) 
—...... aan A greatly expanded service for readers and building product — 
Insurance 723,000 | 
Medical & Dental 32,000 
Moving, Hauling, Storage 58,000 { 
Public Utilities 1,884,000 
Religious, Political, Untons 285,000 With its January 1959 issue, PROGRESSIVE known registered architects in the United 
Schools & Colleges ............ 29,000 ARCHITECTURE introduces a major editorial States; 10,000 topflight civil, electrical and 
Miscellaneous Services 232,000 advance .. . P/A News Report. This monthly mechanical engineers and consulting firms and 
feature will concentrate on up-to-the-minute more than 10,000 designers and draftsmen—a 
COSMENCS & TORTINES pep ene architectural and engineering news, new build- total exceeding 46,000 technically or profes- 
nore aged ing products, and technical literature of inter- sionally trained readers. Total distribution in 
Depilatories * 64,000 | est to the profession. A senior editor, experi- the architectural field will be over 53,000. 
Hair Tonics & Shampoos . 2,808,000 enced in the architectural and news fields, has Advertising In News Report Will Be 
Hand & Face Creams, Lotions 721,000 been added to the PROGRESSIVE ARCHITECTURE Accepted In January 
Home Permanents & Coloring 1,650,000 Staff to handle the new section. : . 
Perfumes, Toilet Waters, etc. 308,000 PROGRESSIVE ARCHITECTURE will accept adver- 
ieee: Ginies 249,000 For a number of_years, PROGRESSIVE ARCHITEC- tising in P/A News Report addressed to the 
Shaving Creams, Lotions, etc.  386,000| TURE has studied the growing interest of its full list of more than 53,000. A rate structure 
Toilet Soaps 3,479,000 readers in news of design, technical and prod- has been established to accommodate the 
Miscellaneous 417,000 | uct developments. The culmination of plans nearly one-third increase in professional dis- 
resulting from this examination is the P/A tribution. Rates and details of format are 
DENTAL PRODUCTS 4,923,000 News Report. available from your P/A representative. 
Dentrifices ......... 4,381,000 
Mouthwashes 285,000 The News Report will have a distinctive for- Building product manufacturers who want 
Miscellaneous 257,000 mat, carrying on the PROGRESSIVE ARCHITEC- 
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TOBACCO PRODUCTS & 


ee i 

SEINE ~ duitiinacetitiognnenmnte 8,177,000 

Cigars, Pipe Tobacco ... 623,000 

Miscellaneous  .........cccc0c0000+ NEw York, Aug. 26—A sales 


118,000 | 
| pitch Simonized with all the gloss 


TRANSPORTATION & TRAVEL 935,000 | of a Broadway musical was un- 
RIA tliteinintiatininandnitabiiiadiitlasieies 380,000 | | veiled here last week by the Olds- 
EDS a Ee eee 278,000 | mobile division of General Motors 
SN ital hiplnhadivasieabinihivarns 220,000 Corp. 

Miscellaneous ............0..0006 57,000 | 


94,000 Nouncement show, 
826,000 
39,000 | j}hattan theater with lavish set- 
| tings, costumes and girls, girls, 
14,000 girls. The manufacturer obviously 
| has spared no expense to give an 
2,133,000 | original-New York-cast luster to 
290,000 | this auto sales version of a show 
915,000 | which had the U.S. humming such 
928,000 | hits as “Lucky in Love” and “The 
WR Fo tnithacs, $130,353,000| Best Things in Life Are Free” 

| back in 1929. 

WTIC Promotes Tyrol Although Oldsmobile and other 

Robert S. Tyrol, a member of) manufacturers have been using 
the announcing staff, has been| the musical revue type of enter- 
named general sales manager of | tainment to liven up their new 
WTIC, Hartford radio station. ‘ear presentations for some time, 


MISCELLANEOUS ..................... 
Trading Stamps ................+- 
Miscellaneous Products ...... 
Miscellaneous Stores .......... 


its dealer new car an-| 
“Good News,” | 
| behind the footlights of a Man-| 


|neighborhood of 


918,000| O/ds Dazzles Its Dealers with Revamped 
Musical ‘Good News’ to Debut ‘59 Autos 


this is reported to be the first oc- 


a company’s selling plan. 


s “It all began about five years 
The automobile manufacturer | ago,” Frank Egan, vp of D. P. 

WATCHES, JEWELRY, CAMERAS 1 765,000 | pened 

Cameras, Accessories, Supplies 

Clocks & Watches ................ 


Brother & Co., Oldsmobile agen- 
cy, told ApvertTIsinc AGE after 
opening night of the show. “We 
were trying to break away from 


the old-fashioned type of new car | 


presentation where you hired a 
ballroom, made aé_e couple of 
speeches and pulled the sheets off 
the new car. First we tried the 
revues. They proved so successful 
that a musical expressly manu- 
factured to meet our needs 
seemed the next logical step.” 
Although reluctant to disclose 
the actual cost of the Oldsmobile 
“Good News,” which Broadway 
sources estimated might be in the 
$200,000, Mr. 


Egan said that the company fig- 
ured the expenditure was the 
equivalent of—and just as reward- 
ing as—taking dealers and sales- 


|}men to an individual dinner each | 
casion that a complete book show | 
has been adapted and tailored to | 


year. 


sentation is valuable for present- 
ing the new models to the dealers 
and informing them about all the 
new features they have to sell in 
the coming year,’ Mr. Egan con- 
tinued. “This type of presenta- 
tion is one of the important ways 
|of bringing Oldsmobile manage- 


dealer organization.” 

Oldsmobile has prided itself on 
a close dealer relationship and be- 
lieves that lack of intimate dealer 
contact is one of the ailments ef- 
fecting the automobile business 
today. 


s Starring Bill Hayes and Flor- 
fence Henderson, 
men on the Oldsmobile network 
tv commercials, “Good News” 
been put on by 


top. bracket 
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430 Park Avenue, New York 22, New York 


A Reinhold Publication 


7N 


“We feel that this type of pre-| 


ment into close contact with the) 


familiar pitch-| 


has | 


Broadway professionals, including 
Carol Haney, star of “Pajama 
|Game,” who staged the dances, 
and Donald Oenslager, who de- 
signed the sets. 

And how does a 1920s musical 
get Oldsmobile dealers to go out 
and sell more cars? A very Slick 
job of carpentering to fit the 
Oldsmobile sales message has 
been done on the hackneyed old 
plot about the college football 
hero who has to pass his studies 
to win the big game against dear 
old Siwash. 

The curtain goes up on the typ- 
ical campus scene with boys and 
girls together singing the praises 
of Olds University, all in their big 
“O” sweaters. Their joy soon 
turns to sorrow when they hear 
jthat Johnny Steele has flunked 
|his course in salesmanship and 
'ecan’t play. 

But Patricia Bingham, the cam- 
pus siren, who is in love with 
| Johnny, knows a little bookworm, 
Lucille Baxter, who will coach 
him. And Lucille, you see, by a 
curious coincidence, turns out to 
have a father who is an Oldsmo- 
bile dealer so she knows all about 
| salesmanship. 


|@ Oldsmobile has overlooked few 
| opportunities to put in its pitch, 
while beguiling its salesmen with 
| bevys of collegiate cuties, stirring 
|songs, breakneck dances and all 
ithe showcasing of an $8.80 musi- 
cal. There’s a cramming session 
in Johnny’s dormitory which gets 
over plenty of facts about the new 
|cars while campus cuties climb in 
through the window; last-minute 
cramming sessions between John- 
ny and Lucille which convey the 
Oldsmobile sales philosophy be- 
tween bars of “The Best Things 
in Life Are Free”; the actual 
exam, when Johnny has to make 
the professor really want to buy a 
car; then the finale when Johnny 
wins the game and he and Lucille 
drive across the football field 
(courtesy of a revolving stage) in, 
guess what, a brand new Oldsmo- 
bile. 

After playing New York this 
week, “Good News” moves Aug. 
25 for 11 more weeks in Detroit, 
Kansas City, San Francisco, Los 
Angeles, Houston and Dallas. Al- 
though dealers and their families 
are first served, the general pub- 
lic can gain admission through 
tickets obtained at their Oldsmo- 


bile dealers. = 


MEET THE 


MUNICIPAL 


MARKET 


These mayors and city managers, 7,500 strong 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 
facts and figures! 


Da nACer Ta 
ey 


This monthly textbook on law enforcement com- 
mands the respect and attention of more police 
chiefs and executives everywhere. Its focused 
issues can spotlight your products and services 
for this field and help you make volume sales 
Five year success record. 11,325 audited 


circulationt 
NB 


‘MAYOR and MANAGER 
LAW and ORDER 


72 West 45th Street + New York 36, N.Y, 
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METROPOLITAN CEDAR RAPIDS 


r d (LINN COUNTY) d 
lowa’s n 
Second Largest 
Market! 
@ In lation 
@ In Effective Income 


@ in Total Retail Sales 
@ In Most Retail Sales Categories 


Che Gedur Rupids Guzette 


Circulation Over 63,000 Daily, 65,000 Sunday 
FULL ROP COLOR SEVEN DAYS A WEEK 
Represented by THE ALLEN-KLAPP Company 


Like a mobile . . . the missile market is made up of 
separate parts and different elements. Many industries and 


Aircraft companies build missile frames and prime systems. 
Automobile companies manufacture missile systems . . 
cereal company builds missile subsystems. 


And like a mobile . . . there is constant movement and 
change in the missile market. New developments happen 
fast. That’s why missile men in management, engineering, 
production and procurement need an undiluted missile 
book to be posted constantly and accurately. Throughout 
-_ the complex market missile men look to MISSILES AND 
. ROCKETS as the number one missile book. 


Baird Dynamic Names Graham 

Baird Dynamic Corp., Stratford, 
Conn., a new subsidiary of Baird 
Machine Co. created to make and 
sell Fillerite, a plastic paste filler 
material, has appointed Hugh H. 
Graham & Associates, New Brit- 
ain, Conn., to handle its advertis- 
ing and sales promotion. A nation- 
al advertising and sales promotion 
program is planned. 


Foster Names Two VPs 

D. W. Turnbull and R. B. Wake- 
ly have been appointed vps of 
Foster Advertising Ltd., Toronto. 
Mr. Turnbull joined the agency in 
1953 as secretary-treasurer. Mr. 
Wakely joined Foster in 1947. 


Advertising Age, September 1, 1958 


Disallowing Tax Deduction for ECAP 
Ads Will Aid Advertising: Kefauver 


WASHINGTON, Aug. 26—Sen. Estes 
Kefauver (D., Tenn.) contended 
last week advertising will be 
strengthened by the recent deci- 
sion of the Internal Revenue Serv- 
ice disallowing tax deduction for 


/contributions to the Electric Com- 


panies Advertising Program. 

In a letter to a list of newspa- 
per editors, the senator expressed 
surprise at “expressions of alarm” 
among advertisers, and advertis- 
ing media and organizations be- 


MISSILES AND ROCKETS 


thousands of companies compose the mobile missile market. 


AMERICAN AVIATION PUBLICATIONS, INC. 7 


WORLD'S LARGEST AVIATION PUBLISHERS 


|cause of the role he had played in 
bringing the electric utility adver 
tising activity to the attention o: 
the Internal Revenue Service. 


s “Because of my interest in this 
matter and because I am con- 
vinced that most of the criticism 
of the ruling results from mis- 
statements and misunderstand- 
|ings,” he said, “I am writing to 
tell you why I believe that the 
IRS ruling was correct and why) 
I am convinced it was in the best 
interests of the nation’s press.” 

He said the ads had been dis- 
allowed because they were “not 
‘ordinary and reasonable expens- 
es,’ but that they were, in the 
words of a 20-year-old IRS regu- 
lation, designed ‘for lobbying pur- 
poses, for promotion or defeat of 
legislation or for the development 
or exploitation of propaganda.’ 


“In most discussions in the 
press which I have seen,” the 
senator wrote, “two important 


facts have been overlooked. 

“1. The ruling in no way pro- 
hibits the ECAP ads. As I stated 
when first advised of the ruling, 
‘They can continue to propagan- 
dize as much as they want in 
their advertisements—they are 
going to have to pay the bill 
themselves.’ 

“2. The ruling seems to me to 
strengthen a principle that is im- 
portant to all business and partic- 
ularly the press—the recognition 
in our tax laws that advertising 
is a necessary business expense. 
If we permit the costs of political 
propagandizing by the _ private 
power companies to be considered 
an ‘ordinary and reasonable’ ex- 
pense, we are endangering this 
significant recognition of the vital 
role which advertising plays in 
our economy. Flagrant abuses 
such as the ECAP ads can jeop- 
ardize this important policy. 

“In view of the evidence, in- 
cluding the stated objections of 
the ECAP ads, it seems clear to 
me that the IRS ruling was in 
accord with long-standing regu- 
lations established under our tax 
laws. More than that I am firml) 
convinced that the ruling was in 
the best interests of our economy 
generally; and the press, and ad- 
vertising industry specifically.” 


® His letter included a reprint of 
a protest he recently sent to The 
Saturday Evening Post, challeng- 
ing an editorial which pictured 
the tax service decision as cen- 
sorship. “The ECAP advertise- 
ments have been admitted frankly 
to be planned to ‘mold public 
opinion’,” Sen. Kefauver wrote. 
“They seek to destroy public pow- 
er generally and specifically to 
create public opposition to legis- 
lation for federal resource pro- 
grams involving electric power 
production. Many of the ECAP 
advertisements are false and mis- 
leading.” # 


Westinghouse Set Unit Names 3 

All sales and marketing activi- 
ties of the Westinghouse tv-radio 
division, Metuchen, N. J., have 
been consolidated under C. J. Ur- 
|/ban, marketing manager. Mr. 
|Urban, formerly sales manager of 
the radio-phonograph department, 
will be succeeded in that post by 
E. D. Smithers, who has been 
serving as merchandising manager 
of the department. J. J. Egan, 
formerly southwestern regional 
|manager of Westinghouse appli- 
ance sales, St. Louis, has been 
named general sales manager of 
the tv-high fidelity department, 
headquartered in Metuchen. Mr. 
Eagan succeeds Tom B. Kalbfus, 
‘who will remain with the division 
|as a consultant. 
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TV Must Find New 
Pattern to Compete 
for Public: Schary 


BURBANK, CAL., Aug. 26—Holding 
a press conference to announce his 
association with NBC for the pro- 
duction of five 90-minute Civil 
War epics for the 1961-62 season, 
Dore Schary, former studio head 
of MGM, had a number of trench- 
ant opinions about the future of 
tv. 

The series for NBC will be Mr. 
Schary’s first venture in tv. The 
five shows, which will mark the) 
100th anniversary of the War Be-! 
tween the States, will be a com-| 
bination of live and film, and in 
color. They will be produced by! 
Schary Productions. 

Mr. Schary said he feels tv) 
faces the dangers of mass produc-| 
tion, just as did the motion pic-| 
ture industry. This raises the ques- | 
tion of when material will be| 
used up. The great demand for mo-| 
tion picture films is graphic evi- 
dence of the voracious demands of 
tv, he asserts. 


s In the future, tv may need to go 
through changes in its form of 
presentation, Mr. Schary observed. 
He noted that in the big days of 
the motion picture industry, more 
than 600 theater films were made 
each year. Now, the total is less; 
than 300. This does not mean the 
motion picture business is not good, 
he warned. It does mean that good 
pictures are making more money | 
than ever, but poor pictures can be 
a total loss. 

This situation is the result of a 
more discriminating public, Mr.) 
Schary said. Just the movies did,| 
so must tv respond to the demand 
for higher quality. However, quali- 
ty is not the only answer, in his 
opinion. In the not too distant 
future, tv must find its new pat-! 
tern, to compete with motion) 
pictures, and the growing number) 
of other recreational diversions 
springing from the _ increasing 
amount of leisure time the public’ 
has. + 


CBS Spot Sales Names Five 


The appointment of John 
Schneider, former general man- 
ager of CBS Television Spot Sales, | 
New York, as general manager of 
WCAU-TV, Philadelphia (AA,}! 
Aug. 25), started off a chain 
of sales manager reassignments for | 
the CBS division. The four are! 
Bruce Bryant, from eastern sales | 
manager to replace Mr. Schneider 
as genera] manager; Arthur C. El-| 
liot, transferred from the Chicago! 
midwestern division to eastern! 
sales manager in New York; Jack 
White, from San Francisco to Chi- | 
cago, replacing Mr. Elliot; Richard | 
R. Loftus, from Detroit to succeed | 
Mr. White. Howard H. Marsh, CBS | 
Spot Sales account executive, 
leaves Chicago to become Detroit 
sales manager. 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon’s Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity * Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, III. 
WAbash 2-8419 


Advertising Age, September 1, 1958 


Indiana Steel Names Moore | 


Robert W. Moore has _ been 
named advertising and sales pro- 
motion manager of Indiana Steel 
Products Co., Valparaiso, Ind. Mr. 
Moore formerly was in the adver- 
tising and sales promotion depart- 
ment of the apparatus sales di- 
vision of General Electric Co., 
Western Springs, III. 


Leon Adds Rabhor Robes 
Rabhor Robes Inc., New York, 
manufacturer of Man-Alive sports- 
wear and Rabhor beach, bath and 
leisure robes, has appointed S. R.| 
Leon Co., New York, to handle its’ 
advertising and public relations.| 
The previous agency of record was 
Mervin & Jesse Levine Inc. 


Charney Adds Bea Wright 

Bea Wright Inc., New York, 
manufacturer of women’s size 
dresses, has appointed Charles J. | 
Charney & Co., New York, to han- 
dle its advertising. A business pa- 
per and direct mail campaign is 
planned. 


THE "BIG 3" ARMY TIMES == | 
= AIR FORCE TIMES | 
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DELIVER 


THE BIG 


ADVERTISING ADVANTAGES 


WORLD-WIDE COVERAGE 


LOWEST MILLINE RATE 


TOP PAID CIRCULATION 


Army Times, Navy Times and Air Force Times overwhelmingly 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 


lead the military publishing field in paid circulation, coverage, 
rate economy and advertising effectiveness. They are the funda- 
imehouaaes mental and final answers to sales promotion productivity through- 
out the gigantic, global, $10,523,000,000 military consumer market. 


Write for the new military market information book — 
neared “MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY NAVY AIR FORCE : 
REGISTER 


U. S$. OFFICES: Boston, Charleston, S.C, Chicago, Dallas, Detrovt, 
+ Honolulu, Los i, New York, . 


ARMY TIMES PUBLISHING CO. 


2020 M Street, N.W. © Washington 6, D.C. 


. Miami, Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Fill in this coupon for a copy of Keystone’s 


| 


westion: 


| 


* 
| 
| 
| 


| What is the Most Sensational 

Development in the Nation's 
Economic Picture since 
January, 1958? 


nswer: 


The Phenomenal Rise in the Farm 
Market Income. The highest since 1953. — 


Here are the facts: 

1957—Net Farm Income 11.5 Billion Dollars. The first 
quarter 1958 the net farm income has risen to the 
rate of 13 Billion Dollars per Annum. The second 
quarter 1958 has risen to 13.8 Billion Dollars 

per Annum. The Gross income for the first quarter 
of 1958 was at the annual rate of 36.5 Billion 
Dollars, and for the second quarter 38.3 Billion. 
This compares with the realized gross 

income of 11 Billion Dollars in 1940. 


The Farm Market Division of the Keystone Broadcasting 
System, Inc. dominates the Nation’s Farm Markets, serving 
86% or 4,113,753 farms on the local level. 817 of Keystone’s 
1,041 affiliates broadcast one or more farm programs daily, 
especially directed to the local farmer’s interests. 


up-to-date analysis of this all important Market showing 
the actual number of farms in the Nielsen Coverage 
area of each of these 817 Keystone affiliates. 


OF HOMETOWM AMO RURAL AMERICA 


EEE eS eee 


Keystone Broadcasting System, Inc. AA.-9 
111 West Washington St., Chicago 2, Ill. 


Please send me copy of up-to-date Farm Market Analysis. 
Name faeda “ 
Address 


SS State Zone 
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The Voice of the Rocky Mountain Empire - 
Vol. 66, No. 363 Denver, Colo.—Climate Capital of the World 


$8 Million May-D& 


Shale Oil Cost [iip.. 
Cut to Level EEEP o 
Of Petroleum 


By GENE LINDBERG 
Denver Post Staff Writer 
Colorado shale oil now can compete economi-| 
cally with the domestic petroleum product because) 
of the Denver-developed Aspeco process. 
Officials of the Denver Research Institute (DRI). 


made this announcement in New York. 
~~ They said shale oil can be pro- 


| duced in Colorado and delivered | ii 
tate ate on the West Coast at costs ex- 

| Clusive of profit—of $1.42 to|® 

$1.92 a barrel. 

| Published quotations place the 
ita fou. @| current price of California crude | 
jaa at $3 to $3.25 a barrel. 
The announcement was made | 
E . Shirley A.-Johnson Jr., DRI} 
conomy director, and Dr. Charles H 
'Prien, head of the DRI chem- 
Colorado’s dynamic) listry and chemical engineering} 
growth makes it one of the| division and an authority on oil | 
most important sectors in shale. 
the nation’s economy, of-| Johnson, in speaking of pro-| 
ficials of Equitable Life duction costs, said he was talk 
Assurance Society of the|ing of the immediate possibility | 
U. S. said here Monday. of using the Denver-developed | 
Equitable has ope ne dj Process °P Colorado. 


new headquarters for its|TWO YEARS RESEARCH 
two Colorado general ag-) DRI has conducted two years NEW MAY-D&F STORE READY FOR OPENING AT COUR 


encies in the new First Na-,of research and development! Colorful flags and pretty girls line the mall of Denver's | May-D&F in Colord 
tional Bank Bldg. ‘work on the Aspeco process for; newest department store, the $8 million May-D&F | of the May 

tthe Oil Shale Corp., owner o!| establishment which opened for business Monday. In providing th de 
the process and patents of Bev-| the foreground is David Touff, general manager of | summer at ! 


of the new structure, occupying | 
the entire seventh floor, part of erly Hills, Calif. DRI operated a 
plant for nine 


the eighth and half of the ninth, |*4-ton-a-day | * e 

Equitable’s investments in Col- months at 3400 S. Zuni St., Den- uge red 8g r 
orado, in firms domiciled in Col-| Y®": - Ul | n y e 
orado or with major holdings in| The Aspeco process, based on 
the state, exceed $475 million. methods of a Swedish engineer e . 

D. D. Edmunds, New York, |Olof Aspegren, is an inexpen- 0 Pr to Val t ns 

second vice president of the sive, fast, efficient method of Ud fe) 

com , here for the ning, | heat-treating oil shale to extract 
pared firm was aie liquid and gaseous hydrocarbons | 4 Denver building permit valuations f 
ar ing ‘seven months of 1958 are running ahead 


the development of Colorado that are closely related to petrol- } 
‘riod in the record-breaking constructi 


with great interest. eum and natural gas. 
Tom H. Mosier and Howard| Shale for the project was) The largest privately fi- 1956. 


C. Nickels are heads of the two| Mined in northwestern Colorado nanced underground park- Don Harter, chief city building ins 
agencies which employ 75 agents| Where depos'ts are estimated '©\ing area in America has valuations so far this year amount to $5 
and 100 other staff personnel in contain: 1.5 trillion barrels of! 5 pened for business at During the first half of the record year, va 
the state. In addition, there are shale oil—S0 times as much as Denver's Courthouse $54,406,749. Total valuations in 1956 rose to $10 
eight district offices in Colorado. | the ~ ape proven a re- Square - The present building pace was exceeded 
——— serves a more than seven : the seven-month total was $61,358,700. By th 
he oi] know to exist in the Three underground levels of year, however, total valuation amounted only t 
Eocnntiemes pares _— Harter said the July valuation total was 

teil! be pared with $9,085,101 in July, 1957. 

d seem to promise a 


The firm is the largest tenan 
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Salesense in Advertising ... 


Effective Agencies Are Effectively Managed 


By James D. Woolf 
Creative Consultant 


A letter from a friend of mine, the 
president of a manufacturing company in 
Pennsylvania, asks me this question: 
“What is the most important reason some 
agencies continue to grow and prosper as 
against other agencies 
that plod along in an & 
agonizing struggle to “4 
survive? My own agen- g 
cy is staffed with a 
number of good peo- 
ple, I believe, but it is 
making no _ progress 
whatever and I am un- 
happy about the work 
it is doing for me. I 
am very much afraid I 
am going to have to make a change. What 
is the most important factor I should 
consider in selecting a new agency?” 

“The most important factor?” That’s a 
tough one and I don’t believe there is 
any one pat answer. Generally speaking, 
I believe I would choose an agency that 
is doing conspicuously successful work 
for its clients. I certainly wouldn’t select 
an agency that was on its way downhill. 

But there is one factor I feel sure I 
would consider, and I shall present it 
here purely as a matter of personal 
opinion. It can be summed up in two 
words: capable management. By “man- 
agement” I mean the boss or bosses, the 
man or men who run the shop. I cannot 
think of a single successful advertising 
agency that is not headed up by smart 
management. And, offhand, I can think 
of no agency failures or half-failures 
that were not due, wholly or in part, to 
incapable management. 


ed 


James D. Woolf 


s What is capable management? What 
kind of a man is a capable agency pres- 
ident? I fell to wondering about this 
when I answered my friend’s letter. 
Having worked intimately with some 25 
agencies as a creative consultant, I nat- 
urally have some notions on this ques- 
tion. For what they are worth, here they 
are: 


e 1. First of all and above everything 
else, a capable agency president should 
be a bona fide creative advertising man. 
Ideally, all or most of his background 
should be advertising, preferably with 


* 


4 


one or more good agencies. He is not 
rightly equipped to be an agency presi- 
dent if all of his previous experience 
had to do with sales management, mer- 
chandising, business administration, 
banking, retail store management, pub- 
lishing, and similar more or less allied 
activities. All such specialized experi- 
ence, while very important, is of little 
avail if he is not an advertising man 
in the purest sense of the word. 


e 2. He need not himself be a copy- 
writer or a creative maker of ads, but 
he must have a keen and sympathetic 
understanding of the art. He should be 
able to recognize brilliant work when he 
sees it. Albert Lasker, I believe, was no 
great shakes as a copywriter, but his 
mastery of advertising was such that he 
appreciated and encouraged the ability 
of John Kennedy and Claude Hopkins. 


e 3. He should be a builder of morale 
within his agency, know how to stimu- 
late and encourage such mental factors 
as zeal, spirit, hope, and confidence. He 
need not win the affection and love of his 
people, but he must earn their loyalty 
and admiration of his advertising ability. 
Believe me, morale is a factor of tre- 
mendous importance in the agency busi- 
ness. 


e 4. He should be a shrewd judge of 
character and know how to evaluate ac- 
curately the ability of applicants he con- 
siders bringing into his organization. 


e 5. He should be a man of fine presence, 
an invaluable asset in his contact with 
clients and prospective clients. 


e 6. He should be a practical business 
man. 


That’s about the gist of what I wrote 
my friend in Pennsylvania. It is my firm 
belief that the success of any agency 
(or of any kind of business for that mat- 
ter) depends very largely on the capa- 
bility of its president. And it is, further, 
my firm belief that no agency president 
is capable unless he is a smart and ex- 
perienced advertising man. 


e If your agency isn’t doing a good job 
for you, take a long and careful look at 
its management, I give you this as one 
man’s opinion, but I think you'll find it’s 
pretty close to the truth, + 


a 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Tips for the Production Man... 


Punchy Pre-Printed Sales Letterheads 


By Kenneth B. Butler 


Anyone involved in the production of 
low-budget mailing pieces is missing a 
good bet if he overlooks the possibilities 
in the use of pre-printed sales letterheads. 


The idea is not new, but a good many 
advances have been made since its incep- 


tion, and the low-budget sales department. 


now has some splendid designs from 


which to choose. 


One designer-manufacturer, National 
Creative Sales Inc., has just issued a col- 
orful catalog showing some 128 four- 
color specimens of their “Flash Bulle- 
tins.” 

Most are in a humorous vein, illustrat- 
ing, with lively and colorful cartoons, a 
slogan or bromide. 


a “Stretch Your Dollar,” for example, 
depicts a grinning customer doing just 
that, standing on one end of the bill and 
stretching the other end skyward. “You'll 
Flip Your Lid!” shows an assortment of 
gaily colored hats tossed into the air from 
an unseen point below. 

“It’s Like Money in the Bank” has life- 
size reproductions of coins spiralling into 
a piggy-bank at the bottom of the page. 
“Something Big Is Brewing” shows a 
group of six elephants in a _ huddle. 
“What’s Gnu!” has a _ ferocious-looking 
gnu staring the reader in the eyes. 

Also displayed in this particular catalog 
are three sets of four letterheads devel- 
oped on_a single theme, for use in an ex- 
tended sales program. 

On some the slogan and illustration are 
confined to the top of the page; on others 
they work down the left side; on still oth- 
ers the illustration occupies the full-page 
area with a sizable opening in the center 


for imprinting of a personalized message. 
The stock used for the bulletins can be 
satisfactorily imprinted by letterpress, 
offset, mimeograph, spirit, or other stand- 
ard duplicators. 

Just how effective these mailing pieces 
can be depends in large measure upon the 
resourcefulness of the user. One of the es- 
sentials in using any pre-printed or stock 
item is to personalize it, to make it appear 
to have been prepared especially for the 
purpose at hand. 

I’ve seen, for example, some thought- 
lessly contrived mailing pieces in which 
the sales department failed to develop in 
the message the slogan which appeared at 
the top of the pre-printed page. 


# Arrangement of the user’s copy on the 
page should also be given careful thought. 
The value of an attractively designed and 
colorful pre-printed heading is negated if 
the user presents his message in untidy, 
cramped fashion below. 

If skilfully handled, however, these 
pre-printed letterheads can prove a real 
boon to the low-budgeted advertiser or 
sales department. 

If, by the way, you'd like a copy of Na- 
tional Creative Sales’ colorful catalog, it’s 
yours by addressing that company at 


1030 Leggett Ave., New York 55. + 


PRE-PRINTED LETTERHEADS—Pre-printed letterheads, such as these offered by National 
Creative Sales, can be a helpful aid for a low-budget mail advertiser, if intelligently 
used. 


at elec re, 7 


aT. es 


Sc at. y= +) ae By es hi gE, tracy Ce DRT Se Gay bce tes Ee reg eae eet, LS ae ae cI” <2) Teeth Mate Ne Eset P2258" ashe L 7 ea io ee eee A se ae Leg ees Sn ae ee” ay Peg oo : 
BS eee yer we aT te tins Sy 2 ua. lS) | eer “ va F oak et Cad cs a 16 ee ra ree cow. gr vie, 6 Lie A me el ea, 5 ee ee ear si Ley age we oa ‘ RT ahs ~ ia es ad 
See ee ge gS ey Ee ee PS eee ee ee ee ee ae at ined 
eee hen eee aro ae ht ; oe ' bg wi eee Se A Sea Br haan es, rot. ears 
a beasmeay tito « rae i ae eee ae ES Sara 6 Ao We PNP eater: aie. ee ar ee : ee eee ee ee * ‘ (ides 
Feels | Aoi) 4 ek ., Roa <n eae z ei . ree 4 - FS - % by 
oe ne seers: 7 a eee rrronee. ee ae he : WEIL a Sie : 4 ted ‘ os “7 ee 
ead ee es ee eee pial aS aa - Ltn - ¥ . 3 a = 3 " z - 4 . ? ao ‘ . s é awed - 
ee 4 
errr Pe 
| | 
TG 
ee i 
= 
_ 
a , 
he? 
= 
i ‘- 
iS 
. 
| a 
_ ; 
rr 
-y IN THE BANS’ tie \ 
(KE MONEY © ue? ee | 
iTS } , i : ee” \ oe 
‘ se yet® ant A\ 
wy : 
iB ; a } 
‘ & f = . \ 
F “«" \ : 
Po ¢ - “t / : 
» ¢ 2 , . ct git \ : 
bs C f ae ' \ 
a ( alge i \ ee 
x A fe F 
ps \ j 
. : \ 
fi » \ : 
Po, \ : 
; // \ ; 
i a \ = 
£ armen. * Ge 
ef - a = 
ee = ‘ \ 
oe ig. S. _ 
ar Ig ’ y! ” ~ \ a \ : 
C7 a ay P4 ; . —_ \ 
wa & Ae eal ——— Ti “ - \ 
a“ * ii _ 
6, 4 J \ i 
| . ' rT] 
: 
NE 
Bd 
) a 
ee | 
| rf 
3% 
at 
. cat aerate Re freee Lacifi aie lae Pr ane a VST a a ferntsCAs hs Ee siaiics! Spin a na Speen a TERE TERM Om sale ae aT P= : 
ana of x ery ee Peete 3 % PP Pe z hake SO TN ends Wa ee a le pty sr a Rp Md ag Swed Mae een eye Re gr a Paine PE aT 5 Se a os Br ee i ome eV ee 
BR SS es Piney oat Meee Gc obee SG ig ttn ewe Pie edge no ieee Nac te See ULES ya Ee ado OE a eR ee hemes ty Ca aR OY ACM MPI Sen Rte STK eR CONN ROIS Fed ee ENE tee NR EC eC preter) a 
pap ee <n eer eee a Wee ge the ge oly hae ean: re} oc Bl sate ae Rae ae Q ayia ci a eae =e oseee Leer tee canal IRS es ay in, Nn ep eng coleh 3) aim y Gee ene TS Ge PaO Ene ed aS hoy 25" 
on Ga Tones PAB eg Sil tes a A SOE ee ne Cee % ere ie teas se ee Sere lig: Ce: Sue a Scarce 2 ter - Ts ieee ne See ine Hie ea eee Be rye 2 aaah: 4 Tiee pee tes eee : 
Pies bied re tee A aR Aa Meet IMEI: ty etme ile aan al PG eo Rep ane wetenceiiie, EN MC gee Saige eo HT eS Leys, a oem Mn eee & Shee Ce Set Ce et tn Been Mae ete a ee See arent Fae ea ae aa aca 
~ nin ea Nt Meas, ere BP eee abc ae cart A PI To Ee aA pe pO eet ae AS MAEM g, ace teal be EB a hid yal ieee Eats Seno Ha eran Fo ea Ea ie ent Reg ee a eee ae areas ELMER ig me ytM Tae rma Onarga 2a PO OOP 


bs 

He 
a, 
ras 


Re mes as 


34 


An Advertiser's Side of the 
Agency Solicitation Coin 


By J. A. Bain 
Century Electric Co., Sales Promotion 
Department, St. Louis 

During the past several months, there 
has been a rash of articles, comments and 
quips in the trade press about advertisers 
who make agencies jump through hoops 
before awarding them their business. The 
bulk of these fairy tales has been from 
agencies. Frankly, it is getting a bit tire- 
some and ridiculous. 

Before more advertisers are maligned 
as inconsiderate, overbearing sources ol 
income for agencies, it’s time to give the 
other side of the picture—what an adver- 
tiser has to go through before he decides 
which agency is best for him. 

About a year and a half ago, our com- 
pany decided to investigate agencies, 
compare them with the then present 
agency and decide if a change should be 
made, Although we do not have a two, 
four or six million dollar account to work 
with, we have a budget that has grown 
and will continue to grow under good 
guidance and sound thinking. We are 
stable—proved by over 50 years of suc- 
cessful manufacturing and 17 years’ as- 
sociation with our former agency. Our 
advertising business is profitable and re- 
warding for any good agency. 


® Via the “supplier grapevine” we let it 
be known we were looking for an agency. 
A few local and Chicago agencies made 
introductory calls. Several other agencies 
were ferreted out of their complacency 
by direct from us. We ex- 
plained our needs, problems and objec- 
tives in these interviews. We were then 
asked by several agencies to send them 
questionnaires! We had a questionnaire 
—with five major questions: Physical 
characteristics of the advertising agency, 
personnel who would work on our ac- 
count, experience, financial arrangements 
and procedures, and an open end question 
giving agencies an opportunity to sum up 
their aims in wanting to work with us. 
We only sent the questionnaire to those 
agencies which seemed worth pursuing. 

Our investigations also led us into 
many long library hours—checking the 
Standard Agency Register; studying ac- 
counts handled by agencies; listing agen- 
cy personnel; department heads; special 
services, etc. This is time-consuming and 
hard work. 

It is interesting to reflect on some 
agency new business procedures we ran 
into during our six month study. Two 
agencies did not know what we made, 
had not bothered to check on us and our 
product line. Yet, they were eager for in- 
terviews. One agency (a very good initial 
prospect for us) arranged an interview 
for our top management. When manage- 
ment arrived after an overnight train 
trip to Chicago, the agency president did 
not recall the appointment. And, the 
agency personnel who were “to work 


solicitation 


closely on our account” were all out of 
town. 


® Another agency man who requested a 
questionnaire refused to answer it after 
he received it. He insisted that their in- 
tegrity in the business (we hardly knew 
them) was bond enough to seal the deal. 
(His boss finally answered our question- 
naire, and came very close to getting our 
account.) 

You see, it wasn’t very easy to get bas- 
ic data on or from agencies. 

After six months we narrowed the field 
to five agencies (including the agency 
working for us at the time). Up to that 
time, we had not asked for any special 
pitches or information (nor had we re- 
ceived any); had not barraged agencies 
for all sorts of useless information; or 
wasted anyone’s time. 


® We held five final interviews—well 
spaced so that nobody got tired or mis- 
placed on the roster of presentations. 
Maybe we are simple folks, but we chose 
the agency which treated us with the 
greatest simplicity—or, as some agency 
men would say it, we were given the 
“soft sell.” The agency people we be- 
lieved in and decided to do business with 
had no “trial balloons” prepared; had no 
rehearsed speeches; no bright lights and 
dancing girls. They told us what they had 
done in the past with other clients; what 
they would like to do for us in the future. 
They said we would be a profitable ac- 
count for them, and that they in turn 
would prepare and work with us on prof- 
itable advertising. Two agencies, in fact, 
used this approach. Our decision was a 
hard one to make. 

All told, we spent eight months study- 
ing agencies in order to select one. We 
were very chary about sending those de- 
testable questionnaires. We had some 
rough times with people who purportedly 
wanted our business but did everything 
but let us think or know that fact. 

We did take the prerogative, however, 
of shopping around for a service which 
was going to help us spend oyr money— 
and which was going to make money out 
of spending our money. We are old fash- 
ioned enough to feel we want the best 
value for the dollar spent. That we want- 
ed to know whom we would be working 
with and what they had to offer in terms 
of service, background and talent seems a 
logical, sound approach to the problem. 


# It was hard work, but the rewards 
have been great. Our new agency is just 
about perfect. We regard them as real 
professionals in advertising because they 
function as such. Further, they regard us 


as business people and not naive provin- 


cials who can be overwhelmed with non- 
sensical hoopla. This mutual respect is 
laudable, but in some areas it was a bit 
difficult to find. + 


Looking at Radio and Television... 


Toll TV: Its Future Brighter? 


By the Eye and Ear Man 

The question of toll television, al- 
though temporarily deferred by the FCC, 
continues to plague advertisers in its ele- 
ment of uncertainty. 

Will there be a system of television 
which is transmitted through the air, or 
via telephone lines, that will compete with 
free television? And, if so, what will its 
programs be and what will its effect be 
on free television? 

At this point the problem seems enor- 


mous: It will cost an estimated $100 a 
set to convert the existing television 
sets or a staggering figure of at least 
$5 billion before the conversion is over. 
Who will pay for this and what will the 
incentive be? 


= In the first place, money has never 
been an obstacle to the development of 
American industry. In the second place, 
there is plenty of money at this time for 
an investment that may pay tremendous 
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The Creative Man‘s Corner... 


“A new experience,” 


clean? + 


Really Clean? 


totally n&y ha De 
mh, ech \eod DR 


You'll forgive us for baring our chest, but for years now we have been 
bathing for the express purpose of getting to a point where we feel clean. And, 
by gad, it’s been happening. It’s been happening with the use of Zest’s older 
brother, Ivory soap—which, up to this point, we have been led to believe is 
quite a product. 99 44/100 per cent pure. How pure is Zest? 99 45/100 per cent? 


the copy says—meaning once we have bathed with 
Zest. “You feel fresh—exhilarated—wonderfully alive! At last, your skin is 
free of the sticky film left by ordinary soaps.” 


Well, glory be. We've felt wonderfully alive for a good many years now— 
and soap has contributed in an extremely minor way. As for a sticky film, this 
is frankly something we've never felt, except on extremely humid days. 


It’s entirely possible that Zest does something Ivory and Camay and even 
Tide do not do. But if it does, we wonder if it is detectable by ordinary human 
nerves? Frankly, the cleanest we have ever felt in our life was after jumping 
you-know-what naked into an old swimmin’ hole. And we didn’t have a cake 
of any kind of soap around for miles. Just us—and cool, clean water. 


And, incidentally, what’s the difference between being clean and really 


ere 
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dividends to the pioneers with the fore- 
sight to invest. 

The problem is the system itself and 
what programs will be carried by that 
system. It has often been debated in this 
corner that no advertiser can be opposed 
to a system that will give the American 
public something better than it currently 
has. It has also been stated that, somehow 
or other, the advertiser will find a way 
to advertise on any system that reaches 
a lot of people. 

The motion picture companies and 
the promoters of theatrical and sporting 
events have been the principal supporters 
of a pay television system. Their in- 
centive is obvious. It is a means of ex- 
tending their box office to astounding 
proportions. 


® It is a well-researched fact that televi- 
sion caused people to drift away from 
motion picture theaters, boxing arenas, 
ball parks, ete., because it enabled people 
who are, after all, fundamentally lazy, to 
get their entertainment while not lifting a 
finger or shoving the old cannetta off 
the sofa. No lines, no dough, no bother, 
and any costume goes. 

It is equally probable that these same 
people would be willing to pay about 
what they used to for entertainment that 
is without commercial interruption and of 
a quality not seen on television. But it 


better be good! 

It is increasingly evident from the suc- 
cess of the old movies on television that 
a new movie, if it could be transmitted 
into the home, could be counted on to 
produce an extension of the motion pic- 
ture audience of proportions that would 
mean the salvation of the domestic motion 
picture business. 


® Perhaps this extension is predicated on 
a large screen, color and stereophonic 
sound. But, perhaps again, a good story 
on even a television-size screen, un- 
interrupted by commercials, is all it takes. 

Even highly selective programs like 
ballet, good music, and legitimate theater 
may have devotees that would mean sub- 
stantial box office rewards far beyond 
the capacity of the normal event to com- 
mand dollars because of the convenience 
to see it at home. 

Certainly, important fights, football 
games, and the World Series would bring 
many dollars into the till of the perform- 
ers and promoters. Even selective sports 
would justify the exposure if properly 
promoted. 


® Now all of these activities do not really 
compete with free television which, by the 
very nature of the volume of entertain- 
ment, must lead to permanent mediocrity. 
This is the bread and butter fare of the 
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IS THE NEW 


LOCALLY-EDITED ROTO MAGAZINE 
IN THE CHICAGO DAILY NEWS 


. . . @ sure-fire advertising 
medium to reach these 
families while they are relaxing 
and have time to read your 
message and plan 


their purchases 


. . » based on a unique 
editorial concept designed 
to show nearly 600,000 families 
how they can best enjoy their 
Saturday and Sunday 
leisure time 


WEEKEND will carry sparkling features on where to go and what 
to do on the weekend, from culture to do-it-yourself, from movies and 
TV to sports ... plus interesting reading for the weekend about peo- 
ple, their health, their money, their personal problems . . . and puzzles 


and chuckles, too. 


WEEKEND will be a minimum of 16 rotogravure pages each Saturday, 
with a four-color cover every week. Rates and mechanical requirements 
remain the same as “Roto” which WEEKEND replaces effective Sept. 
6 in the Saturday Daily News . . . the unique weekend newspaper 
publishing Sunday features on Saturday. 


Use... 


for profitable advertising 


CHICAGO DAILY NEWS 
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mass audience which feeds the insatiable 
monster. 

The audience that pay television will 
command is a new and largely undupli- 
cated audience. It complements rather 
than supplements the existing audience. 
These are the people who are now bored 
with normal television fare. These are the 
vocal complainers of the mediocrity of 
current television product. 

Why not, then, begin now with the 
important first step—agreement on a 
system to transmit the programs. Given a 
free choice it should have the following 
criteria: 

1. It should be transmitted over the air. 

2. It should be on a pay as you go basis. 

3. It should be of a quality comparable 
to the best channels. 

4. It should have no commercials. 


On the Merchandising Front... 


5. It should have programs unlike free 
television—longer, better in quality, and 
exclusive. 

If the industry can get over that first 
hurdle, the effort should be concentrated 
on who will finance this gigantic under- 
taking. The motion picture companies will 
be more than glad to supply product for 
the experiment because in the long haul 
this will mean millions of dollars in gross 
revenue. 


® The other events will fall in line short- 
ly, since this new outlet represents an easy 
way to extend their box offices in a man- 
ner undreamed-of in times past. Culture 
can stand proudly behind sports and the 
broadest commercial ventures. Further 
delay is pointless. The time to extend bet- 
ter programs to more people is now. + 


Try Re-testing Those Discarded 
New Products - 


By E. B. Weiss 

An amazing number of new products 
are tested each year—presumably fail in 
these tests—and are then filed away in 
corporate museums. Some of these are 
genuine new products, but most of them 
represent really only 
secondary product im- 
provements, changes in 
design, in size, in pack- 
aging, etc. 

I am referring now 
primarily to products 
that are really new in 
that they have not been 
on the market pre- 
viously at all, or which 
involve a change in 
construction, in formula, in ‘special fea- 
ture of major dimensions. As I’ve said, 
these “new” products have been tested— 
found wanting in market potentials—and 
have been permanently retired. 

I italicized the word “permanently” in 
that previous paragraph because in re- 
cent years few new products that have 
“failed” to reach projected sales goals in 
their tests are ever given a second chance 
at marketing life. And I put the word 
“failed” im quotes in the previous sen- 
tence because I wonder how many of 
them really were such totally resounding 
duds as to be put away in mothballs for- 
ever and a day. . 


E. B. Weiss 


“failures” in 
these rea- 


@ I wonder about these 
new-product marketing for 
sons: 

1. Some of our greatest contributions 
to civilized living were “failures” from 
the standpoint of initial sales reaction 
when originally introduced. Clearly, those 
who pioneered the early autos had every 
reason to conclude, on the basis of early 
sales efforts, that the horseless carriage 
would never be more than an unprofita- 
ble novelty. And if they had doubts on 
this score, the research experts of that 
era (there were a few even then!) could 
have easily proved beyond cavil that Old 
Dobbin would always rule supreme. Hen- 
ry Ford failed with his first two cars; by 
present-day standards of market testing 
he should have given up. 

My recollection is that the telephone 
and the incandescent lamp hardly set the 
world on fire when they were initially 
marketed. Any student of marketing in 
the first quarter of this century (before 
market testing became the dictator) 

_ could easily compile a sizable list of enor- 
mously important products that “failed” 
when they were first marketed, in that 
initial sales held out just no hope for 
profitable operation. 

2. It is very much of a _ question 
whether market tests, as generally con- 


ducted, give quite the conclusive proof of 
new-product “failure” that those neatly 
tabulated rows of statistics “prove.” May- 
be the testing technique, itself, was at 
fault—and while this may be heresy even 
to suggest or imply, I rather doubt that 
market tests have achieved such a degree 
of scientific accuracy as to warrant a rat- 
ing of infallibility. 

3. The roles of personal selling, of un- 
remitting drive, of willingness to pour toil 
and dollars into new-product exploitation 
—the roles of brilliant maneuvering, of 
opportunism, of daring, of innovation, of 
perseverance; all these are factors that 
contribute to the ultimate success or fail- 
ure of a new product. Is there reason to 
conclude that all of these elements were 
present, in the required degree, in connec- 
tion with certain new-product market 
tests? Or may there be more reason to 
conclude that undue reliance is being 
placed on testing formulas—some of them 
rather cut and dried, rather uninspired, 
and totally divorced from the personal 
element? 

4. Many, if not most, of our new prod- 
ucts about which we hear that have been 
tested and “failed” in recent years, have 
been introduced by our larger corpora- 
tions. What role did conformism, passivi- 
ty, play-it-safe, internal rivalries and 
jealousies, and rule-of-thumb play in the 
new-product “failures” of these larger 
corporations? 


# I could go on and raise still further 
doubts about the degree of failure pre- 
sumably inherent in some, if not many, of 
what is reported to be our shocking rate 
of new-product flubs. (Actually, as I’ve 
pointed out in several previous columns, 
nobody agrees as to what really consti- 
tutes a “new” product and the term is 
used so loosely, including even minor 
changes in construction, design, packag- 
ing, size, as to make such statements as, 
“80% of new products fail,” totally mean- 
ingless. Always bear in mind that with- 
out precise definition, statistics have 
little significance.) 

But perhaps these few questions may 
serve to induce some merchandising men 
to re-examine some new products that 
were more or less decently interred and 
try to determine whether the market 
tests were adequate, whether manpower 
and financial power were adequate, 
whether the timing may have been off, 
whether minor changes might work won- 
ders, etc., etc. 

I have the notion that a couple of 
young men, with proper experience and 
not too meager financial backing, could 
go over the new-product “failure” files of 
almost any one of our larger corpora- 
tions, pick out at least one with merit, 
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The Admen and the Housewife 


Thé ladies in the ads they write 
Clean house in stylish dresses. 
But ladies in real life are bright— 

In jeans they tackle messes. 


—Doris Herold Lund 


and market it with resounding success. 
That’s something I can’t prove, but how 
implausible does it strike you? 


@ In any event, I suggest that a re- 
examination and ultimately a retesting of 
discarded new products might be very 
much in order. And, if and when re-test- 
ing is done, I would suggest that some- 
what less reliance be placed on magical 
market testing formulas and neatly tabu- 
lated statistics, and somewhat more reli- 
ance placed on the magic of individual 
brainpower and drivepower. The bril- 
liance of the thinking that led to the new 
product itself must be matched by the 
brilliance of the test marketing. My ob- 
servation of a number of test market- 


Employe Communications... 


ing programs leads me to believe that 
they are frequently too static, too formu- 
larized, too cut and dried. I rather sus- 
pect, also, that unreliable statistics com- 
piled in connection with new-product 
introduction tests are accepted as gospel; 
that the interpretation of the figures 
tends to be woefully weak; and that if 
everything doesn’t point to an out-and- 
out sure-fire success, with a minimum of 
effort and risk, the new product gets 
short shrift. This, of course, is the perfect 
way to kill progress. 

I would hate to contemplate what our 
present standard of living would be like 
if these were the circumstances that gov- 
erned new-product introduction over the 
last several centuries. = 


Labor Speaks Well of Management 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The wideawake individual in employe 
communication follows the labor press. 
He does this secure in the conviction 
that he may read labor papers for weeks 
at a time without seeing any charitable 
reference toward management. Recently 
in the Dayton area, a labor salute to a 
company management made news. As 
they say in the schools of journalism, a 
man had bitten a dog. 

The Standard Register Co. in Dayton, 
like many others, has been affected by 
the recession. Confronted by a gloomy 
profit picture and the need for full em- 
ploye cooperation, President M. A. Spayd 
took his case directly to his employes in 
the employe paper at the three company 


plants. In what he termed “facts and 
appraisals about the company,” the chief 
executive put out the facts and figures 
for all to read. He tinged his pessimism 
with hope, however, and urged the people 
to grab an oar and help row. 


# A labor paper—called The Labor Un- 
ion, published weekly by the Building 
and Construction Trades of Dayton— 
spotted the earnest message. Its scalp- 
tingling lead editorial said in part: 
“These are critical times for many large 
concerns as well as the small employer 
and one that calls for cooperation be- 
tween management and labor for ef 
ficient operation to maintain a_positio 
of competitiveness . . . There is nothi: 

subversive to the sound interests of go: 

workers in asking them to maint: 

maximum efficiency and high quali 
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NOW—all advertising in Reader's Digest 
will appear next-to-editorial 


One of 7 ways your advertising dollars Now every advertisement in Reader’s Digest—half- 
page, full-page, spread or multi-page—will appear 


can work harder in 1959: Reader’s Digest opposite or adjacent to the editorial content of America’s 
most widely read magazine. Each advertisement will 


gives every advertisement a premium benefit from the thorough reading, frequent pick-up 
ail and long life that the Digest earns from millions of 
position at no extra cost. men and women who believe what they read in this 


magazine. With bleed, color and next-to-editorial posi- 
tioning, now more than ever, your messages will have 
more lasting value and more selling opportunities. 
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In planning your 1959 advertising schedule 


consider these 7 new advantages 


Mee MS 


in Reader's Digest 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


+ + + + H+ H 


New 11,750,000 circulation rate base 


4-color advertising for only 13.1% more than black & white 
Half pages in U.S. Edition for the first time 

2-color advertising at the same cost as black & white 

All advertising placed adjacent to editorial matter 


Bleed-page advertising—40% more space—at no extra cost 


Lower cost-per-thousand for 4 colors than any other 


major magazine offers for black & white 


35 million readers each month! Three factors 
make advertising more effective in the Digest. It 
has not only the largest magazine audience in the 
world, but the best coverage of the top-income 
groups. And it hasa built-in believability unmatched 
by any other magazine and unapproached by any 
other medium. Put Reader’s Digest to work for you 
—all through 1959. Call MUrray Hill 4-7000. 


ADVERTISING REVENUE 


(Average per issue) 


$1,787,966 


$1,500,830 


$887,433 $988,743 
Soetomnaealll i eeiteaedll 
APR.-DEC. YEAR YEAR JAN.-JUNE 
1955 1956 1957 1958 


So far in 1958, advertisers have invested 19°, more 
in Reader’s Digest than in the same period last 
year— proof of their successful use of the magazine. 


eaders 
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Largest magazine circulation in the U.S.— Over 11,750,000 copres bought monthly 
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reduce waste or assist in maintaining 
hipping schedules and meeting delivery 
ommitments. Management is not blam- 
ng wage increases for profit losses, or 
hrowing up other smoke screens be- 
veen it and the stockholders when it 
nakes such an appeal to all segments 
of its organization. 


« “Labor holds no admiration, isn’t even 
ery sympathetic in these times of re- 
versal, with a wasteful management that 
n the pinches seeks to recoup losses by 
aking from the employes. But one that 
joes not begrudge decent standards of 
living and seeks to perpetuate them for 
its employes by becoming more competi- 
tive through greater efficiency is de- 
serving of cooperation and support from 
its workers.” Thereupon The Labor Un- 
ion proceeded to reproduce the full 


Spayd message in its editorial column, 
as it orginally appeared in the employe 
paper. 

There was no manipulation, solicita- 
tion or other effort of any kind on the 
part of the company or the company 
paper editor to unearth this glowing com- 
ment. The labor editor receives the com- 
pany paper on his exchange list and was 
clearly prompted to do what he did 
because of his own feeling with regard to 
his effectiveness. Since the president of 
the company is herein identified, it seems 
only fair to record that the editor of The 
Labor Union is Arley J. Ballard. 

The labor press, most communications 
people will quickly declare, can use a 
lot more Arley Ballards. While they’re 
on the subject, they might declare with 
equal fervor that management could use 
a lot more M. A. Spayds. + 


Mail Order and Direct Mail Advertising ... 


Why Pass Up So Much Power in Your Ad? 


By Elon G. Borton 

My fellow columnist in The Creative 
Man’s Corner (AA, Aug. 11) criticized 
sharply the full page ad (apparently for 
the Polaroid camera) which appeared in 
Life on July 14 without copy. The Cre- 
ative Man certainly 
minced no words in his 
disapproval of it. 

I'd like to comment 
on it from another ari- 
gle—the viewpoint of a 
mail order advertiser 
who knows from expe- 
rience that an ad is 
most efficient when it 
tells a full story in ad- 
dition to the illustra- 
tion. ’ll admit I cannot understand the 
philosophy of the advertiser and agency 
responsible for this advertisement. 

The cost of this ad space in Life alone 
was over $25,000, and with production 
cost, matched the total cost of a good 


Elon G. Borton 


salesman for a year. Yet would this ad- 
vertiser have been willing to let a sales- 
man do nothing more for a year than just 
show the camera for a moment to pros- 
pects without a word of explanation or 
persuasion? I am sure he would have con- 


sidered this a very real waste of op- 
portunity. 
Why, then, not add the power of sales 


copy to the fine attention pull of this 
picture and utilize more fully the sales 
power of this space with its more than 
5,000,000 distribution? 

Art directors will be on my neck with 
the old cliche, “A picture is worth 10,000 
words” or the claim that this striking il- 
lustration is intended only to create a 
“product image” (whatever that means). 
Some art jury may even make an award 
to this ad. 

But I believe that all the values of the 
illustration could have been retained and 
other values added by a legible logotype 
and copy. + 


What They Were Saying 25 Years Ago... 


AA, July. 29, 1933: 

“With the advent of beer in Oklahoma, 
two Tulsa refrigerator retailers are offer- 
ing a case of the amber fluid free with the 
purchase of each electric refrigerator.” 


A description of a model house at the 
Century of Progress, 


displayed under 


sponsorship of American Rolling Mill Co., 
Middletown, O., and Ferro Enamel Corp., 
Cleveland (“Industrial Marketing Sec- 
tion” of AA, Aug. 5, 1933): 

“Containing seven large rooms, two 
baths, ample closet space, garage, laundry 
and heater room, as well as a solarium 
and sundeck on the roof, this modern met- 


al home demonstrates what the buyer of 
today can get for $5,000 or so.” 


Classified ad—Business Opportunities 
(AA, Aug. 12, 1933): 

ADVERTISING AGENCY, small but 
well rated, offers excellent partnership op- 
portunity to a well-rounded advertising 
man, under 40, who can finance himself 
for 60 days.” 


Malcolm Muir, president, McGraw-Hill 
Publishing Co. and deputy NRA adminis- 
trator, speaking at the Advertising Club 
of New York (AA, Aug. 12, 1933): 

“We all know that the price cutter was 
the biggest builder of profitless prosper- 
ity. He was the foe of sound, constructive 
advertising. All this should change, if 
goods and services are to be sold on a 
basis of quality...” 


eee Shao 
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Paul Cornell of Paul Cornell Co., New 
York agency, discussing a 10% salary 
increase he gave his employes on con- 
dition they spend it immediately on food, 
clothing and other immediate wants 
(AA, Aug. 19, 1933): 

“I figure that if 35,000,000 men and 
women could get such an advance in 
pay, $500,000,000 would be turned into 
trade channels by instantaneous buying.” 


The Tea & Coffee Trade Journal, sum- 
marizing a study of ways to increase 
coffee consumption (AA, Aug. 26, 1933): 

“The results of the tests lead to the 
inescapable conclusion that the sale of 
stale coffee must act as a decided deter- 
rent to the increased consumption of 
coffee in the United States and that an 
all too large percentage of the coffee now 
being sold is not fit to drink.” 


beginning copywriter. Even 


tips. 


The FELT TIP PEN merits a whole 
column. It helps you express bold 
ideas in bold lines. 


With the full tip, you can speedily 
letter in the headline of a mailer or 
a dummy newspaper and make it look 
impressive. 


Using the fine line made by the edge, 
you can frame out the photos in ads, 
or draw vigorous stick figures. 


Use one corner, and you can write a 
handsome, flowing script. A felt pen 
will teach you to draw bigger and bet- 
ter. 


The cost? About 69¢ for plastic-bar- 
rel, three or four bucks for the beau- 
ties (metal). Choice of a full spectrum 
of colors if youre ambitious. 


P.S.—Our commission is .00000014 
mils per gross of pens sold. Buy one! 


Next lesson: 


‘Professional’ tricks you can use 


Layout people employ corner-cutting, time-saving devices 
copywriters can profit by using. Presented here, they 
won’t make you an artist. But they'll help you save time 
and labor on roughs. You'll find them handy if you’re a 
“old hands” may glean a few 


More TIPS for doing roughs easily. 
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"Washington Star’ Names 2 


JAMES D. WOOLF 


Creative Consultant 
to agencies & advertisers 


IDEAS that make 
SALESENSE 


Address: P. 0. Box 573 
Santa Fe, New Mexico 


when INITIAL IMPAC 


as® ar ¥ 
washington . 


118 SOUTH CLINTON STREET 


‘expert engravings # 

can make good advertising | 
look better...do a better .“! 
selling job! / 


- . 
. 


on the national sales staff of the 
Cincinnati Times-Star before its 
recent merger with the Post, has 
been appointed to the national ad- 
vertising sales staff of the Wash- 
ington Star. A veteran of 27 years 


in newspaper advertising sales, he | 


was once national advertising man- 
ager of the Omaha World-Herald. 
Lloyd M. Hampton, who joined the 
Star in 1954, as assistant promo- 
tion manager, has been promoted 
to promotion manager. 


C&W, S.F., Names Three 


Cunningham & Walsh has made 
three appointments in its San 
Francisco office. Richard A. John- 
ston, formerly with Maritz Sales 


‘, 
2e 
fa 
La 
“ef 
oe 
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7 


| Builders, business consultant, has| S t R ° aera 
|been named an account executive, | UJ oa). 0 eview 


lassigned to the Crown Zellerbach | 


Corp. account. Fred Manley, pre-| ste . 
viously a food copy group head at Utility ul e 

i | / 
| Batten, Barton, Durstine & Os- | 
born, has joined the creative staff. | 
Ann Warner has been promoted to) N Th tS 
field research supervisor. ew rea een 


Hottman Appoints Herrman 
William H. Herrman, formerly 
assistant to the corporate director 
of public relations of Hoffman 
Electronics Corp., has been ap- 
pointed to the new position of 


|director of advertising and public 


relations of the Hoffman Labora- 
tories division, Los Angeles. 


a] 


HOTO ENGRAVING COMPANY 
. CHICAGO 6, ILLINOIS 


. FRANKLIN 2-6343 


(Continued from Page 1) 
appeal the decision, officials said 
|there is no indication at this time 
when the hearing will be held. 


the power industry are due to 
come here Sept. 9 for a confer- 
ence with Federal Power Commis- 
sion officials, who also have chal- 
lenged some of the ECAP ads. 


said $557,646 which 76 power 
companies contributed toward 
ECAP ads in 1957 ought to be 
treated as deduction from income 
and disallowed for rate making 
purposes. A full-dress hearing on 
the FPC complaint has _ been 


= scheduled for Oct. 7. 


Utility officials secured prom- 
lise of a review of the Internal Re- 
venue ruling after industry mem- 


bers protested that Revenue Com- | 


missioner Russell Harrington 
reached his decision without ob- 
taining the industry’s point of 
view. 

Officials conceded that the bur- 
eau had acted without consult- 


|| ing the industry, but they pointed | 


}out that the issue can be re- 
opened by any of the power com- 
panies as soon as a field agent 


| seeks to enforce the ruling. 


| 


We From government and industry 
j comment it appeared that the util- 
ity advertising case is unconven- 
tional, in the sense that the de- 
jcision to disallow the deduction 
was initiated in Washington in- 
stead of in the field. Ordinarily a 


| | decision on a tax deduction issue 


is not required from Washington 


‘, |until the issue is presented as a 


|result of an audit under way in 
the field. 

While the appeal will be 
brought by an individual utility, 
industry members indicated that 


: £ 4 | 
- — 
Pay * 
{ Lis - = | 


NO. 2 OF 
A SERIES 


NUMBER OF 
COUNTIES 
IN WHICH 
PUBLICA- 
TIONS HAVE 
OVER75S% 
COVERAGE 
OF FARMS... 


434,813 


paid subscribers 


TEXAS AND OKLAHOMA COUNTIES 


FARM JOURNAL 


Send for similar data on other crops, livestock, 
farm equipment, érrigation, poultry and farm income. 


FARM & RANCH 


GREATEST COVERAGE 


107 COUNTIES WITH OVER 20,000 ACRES EACH 
contain 87% of all Cotton Acreage in Texas and Oklahoma 


lt INET 


THE FARMER-STOCKMAN 


PROGRESSIVE FARMER 


Where Cotton 


107 


Counts Most... 


TEXAS AND OKLAHOMA 
comprise the greatest area for 
cotton in the nation! Texas alone 
produces more cotton and cot- 
tonseed than the second and 
third ranking states, Mississippi 
and California, combined! Texas 
and Oklahoma produce nearly 


as much as the second, third 
and fourth states combined. 


THE 


FARMER-STOCKMAN 


gives the best possible farm cov- 


erage 


in Texas and Oklahoma. 


The Farmer-S 


oek 


OKLAHOMA CITY @ DALLAS 


am 


400 N. Michigan Avenue 


Chicago 11, SUperior 7-6145 


J. H. Hunter, Advertising Director 


4321 N. Central Expressway 
Dollos 5, LAkeside |-3!2! 


420 Lexington Avenue 
New York 17, MUrray Hill 4.3340 


500 N. Broadway 
Oklahoma City |, CEntral 2-3311 


# Meanwhile, representatives of| 


In an order issued Aug. 1, FPC) 


JOHN WAITE, formerly mark ting 
| director of C. J. LaRoche & Co., 
has joined Lambert & Feasley, 
|New York, as vp and super 
of cosmetic accounts. 


{the industry as a whole expects 
| to have an opportunity to appear. 

Industry members will argue 
| that any advertising dealing with 
the survival of a business ought 
to be regarded as a legitimate 
business expense. The industry al- 
so denies that ads discussing pri- 
vate vs. public power should be 
regarded as efforts to influence 
legislation. 


@ The Federal Power Commission 
complaint dealt only with nine 
| specific ads used by the ECAP 
program in 1957. The ads which 
were questioned represented an 
| expenditure of $863,130 out of a 
|total of $1,995,661 used for the 
utility program in 1957, FPC said. 
The 76 companies identified in 
the FPC complaint contributed 
$557,646 toward these nine ads. 

FPC said some utilities treated 
these ads as part of the ordinary 
advertising accounts allowed un- 
der the commission’s uniform sys- 
tem of accounts. It said the FPC 
staff believes the ads should b: 
treated as “miscellaneous’ 
come deductions, “for 
that the expenditures involved re- 
late to the matter of private ver- 
sus public ownership of electric 
facilities, a subject of political 
controversy, and the above-listed 
copy is of an argumentative char- 
acter or nature in that contro- 
versy.” 

Phrases cited specifically in th« 
complaint include these: 


i 


;}e “Are you aware of this strange 
use of your tax money?” 


|e “Where do your taxes go?” 


_@ “Why do customers of this pow- 
|}er dam have to help pay electric 
| bills for customers of this one?” 


e “Would you call this fair play” 


s If the ads are treated as deduc- 
tions from income for rate pur- 
|poses, an FPC spokesmen ex- 
plained, the result would be that 
the cost of the ads would be car- 
ried by stockholders rather than 
consumers, = 


‘Dailey Joins Lynch & Hart 

Tom Dailey has joined Lynch & 
Hart Advertising Co., Clayton, 
Mo., where he will specialize in 
radio-tv activities. Mr. Dailey left 
|the “Tom Dailey Show” on KTVI, 
| St. Louis, to join the agency, and 
jhe has worked for other St. Louis 
stations. 


|Twery Joins Gardner 

Raymond J. Twery, formerly a 
management consultant in the Chi- 
cago office of Peat, Marwick, Mit- 
chell & Co., accountant, has been 
appointed research group super- 
|visor of Gardner Advertising Co., 
| St. Louis. 


Two to Leber & Katz 

| Helen Kelly, formerly with Ab- 
|bott Kimball Co., and Geroge 
Bradley, previously with Kudner 
| Agency, have joined the copy- 
contact department of Leber & 
Katz, New York. 
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No Doubt’ of 
Sigaret-Cancer Link, | 
says N.Y.Official 


ALBANY, Aug. 26—The sstaie! 
alth commissioner asserted 
ere is no reasonable doubt that 
noking imcreases a _ persons 
nances of developing lung can- 
er. 

Dr. Herman E. Hilleboe said 
there is evidence that persons who 

uit smoking or cut down on the 
ise of cigarets reduce their chance 
f getting lung cancer. 

His views were set forth in an 
1,800 word statement summarizing 
the state health department’s offi- 
cial position in the controversy. 


# The statement was the first in 
a series of periodic reviews of re- 
search by health authorities and 
agencies it is believed to be the 
first stand by a state on the mat- 
ter. Dr. Hilleboe urged the tobacco 
industry to counsel moderation 
since he said studies show that 
the harmful effects of smoking 
cigarets are lessened by moderate 
use. Such an attitude, the com- 
missioner declared, would help 
remove the stigma on the tobacco 
industry on misleading the Amer- 
ican people in general and young 
people in particular on the rela-| 
tionship between smoking and 
lung cancer and heart disease. 


s Dr. Hilleboe’s report drew im- 
mediate fire from the Tobacco In- 
dustry Research Committee in 
New York. 

Timothy V. Hartnett, chairman 
of the committee, said Dr. Hille- 
boe has skimmed off the most ex- 
treme positions of tobacco’s most | 
extreme critics. 


® Dr. Hilleboe said it could be 
accepted that smoking is a causal 
factor in lung cancer provided 
that it be remembered that this 
does not mean that it is the only 
cause or that everyone or even a 
majority of persons who smoke 
will necessarily develop lung can- 
cer. 

The commissioner cited research 
by the American Cancer Society, 
the British Research Council and 
the U.S. Public Health Service and 
said the studies give irrefutable 
scientific evidence that the long 
range effects of cigaret smoking 
are harmful for many people. 

Dr. Hilleboe said that smokers 
who quit reduce their chances of 
getting lung cancer. 

He said there is no direct evi- 
dence on whether switching to 
filter -cigarets helped but he said 
if filters result in a reductién in 
the amount of tar inhaled this 
might have the same effect as re- 
ducing the number of cigarets 
smoked. # 


Slenderella, Munsingwear 
Launch Stocking Line 

Munsingwear Inc., under a li- 
censing arrangement with Slen- 
derella International, is launching 
new .-Slenderella Stockings by 
Munsingwear in 12 major mar- 
kets. Expectations are that nation- 
al distribution will be completed 
by spring. 

The new stockings use color 
shadings to “add a curve where 
there is no curve, slim an ankle 
where there is no slimness, bring 
glamor and beauty to every leg.” 
Newspapers, tv and radio will be 
used in the initial 12 markets. 
Magazine ads are scheduled for 
the spring. Powell, Schoenbrod & 
Hall Advertising, Chicago, is the 
agency. 


DO YOU WANT THE ACCOUNT? 
. . Reach for BRAD-VERN’S! 

Over 10,000 reconstructed ad sihedules 
in '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 
Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 


Wisconsin Newspaper 
Ad Execs Meet Sept. 12 

Top advertiser, agency, and 
newspaper pr executives, includ- 
ing D. Mitchell Cox, Pepsi-Cola 
Co. sales vp, and Thomas L. 
Barnes, national sales promotion 


,and ad manager of Sears, Roebuck | 


& Co., will be speakers at the 17th 
annual conference of the Wis- 
consin Newspaper Advertising Ex- 
ecutives Assn. to be in Wausau 
Sept. 12 and 13. Other speakers 
will be Clarence Lund, vp and ac- 
count supervisor, and John de Be- 
vec, vp and media director, both 
with J. Walter Thompson Co., Chi- 
cago; Calvin D. Johnson, public 
affairs consultant with the Amer- 
ican Trucking Assn., Washington, 
D.C., and Clarence Harding, pr 
and research director of the Trib- 
une, South Bend, Ind. 

WNEA will also present its 
annual outstanding advertiser 
awards, one to an _ out-of-state 
general rate advertiser and one 
to a Wisconsin-based general rate 


The 


DOMINANT 
FOR 33 YEARS 


WSM .:: IN EVERY RAT 


ED QUARTER HOUR 


| advertiser. 


man who are judged to have pre-| 
|pared the best retail ad for the 
1957-1958 competition season. 


General Mills Promotions 
Push Betty Crocker, Cereals 
General Mills is currently run- 
ning a national contest seeking a 
name for its new Betty Crocker 
kitchens in a Minneapolis suburb. 
First prize is one of Better Homes 
|& Gardens’ 1958 Idea Homes or 
$35,000 in cash. 2,028 lesser prizes, 
including major appliances, are 
also being offered. Magazines and 
newspaper ads are backing the 
contest. 


| 


During September and October, | 


meanwhile, General Mills will give 
away - $65,000 worth of toy guns 


via weekly drawings of names of | 


children who have sent them in. 
The promotion will push Kix, 
|Trix and Sugar Jet cereals. Tv 
will be the promotion’s major me- 
dia. 
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Arthur Maixner, 


Also to be honored) Maixner Joins ‘Vision’ 
lare the newspaper and its sales- 


formerly 
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|\the New York sales staff of Vi- 
an | sion, 


Latin American news maga- 


insurance underwriter, has joined’ zine. 


HOW DO YOU KNOW WHEN THE 


MELON’S RIPE? 


Anybody can thump a water- 
melon, but it takes experience to 
know when it’s ripe. Right now, 
the juicy farm store field is ripe 
for a publication all its own 
Farm Store Merchandising. The 
market’s a juicy $22 billion. 
Wouldn't you like a slice? 

For information, see BPRD Clas- 
sification 44A or write: 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 
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... SHOWS A 6% INCREASE SINCE 1956 


Here’s what has happened in 103 County WSMpire in the 17 
months since the last Pulse Study was made: 


MONDAY — FRIDAY 
STATIONS 6 AM-12 N 12 N—6 PM 
WwsmM 42 aa 
Station B 23 22 
Station C 13 12 
Station D Me 11 
Station E 7 7 
Station F 6 5 

SATURDAY 
WwsmM 52 50 
Station B 17 14 
Station C 13 13 
Station D 7 9 
Station E 6 7 
Station F 4 7 
SUNDAY 

WwWsSM 61 52 
Station B 13 18 
Station C 10 13 
Station D a 7 
Station E 9 6 
Station F 2 5 


In 


the 


6 PM-12 Mid 


largest single survey ever undertaken Pulse finds that WSM 


has increased its hold on the 103 County WSMpire by 6°%...leads in 
every rated quarter hour with an average of well over twice the 
audience of the next Nashville station. 


* e o 
There is a difference .. . it’s WSM radio 
50,000 watts, Clear Channel, Nashville — Blair Represented, Bob Cooper, General Manager. 
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a 
Coming 
a 
Conventions 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis 

Sept. 10-12. Direct Mail Advertising 
Assn., 4ist annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 


R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 


Sept. 18-19. National Assn. of Broad- 
casters, Region 3, Hotel Buena Vista, 
Biloxi, Miss 


Sept. 22-23. National Business Publica- 


tions, New York regional conference, 
Ambassador Hotel 
Sept. 22-23. National Assn. of Broad- 


casters, Region 6, Oklahoma Biltmore, 
Oklahoma City. 

Sept. 25. Magazine Publishers 
fall conference, Commodore Hotel, 


Assn., 
New 


York. | 
Sept. 25-26. National Assn. of Broad-| 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 
Sept. 29-30. National Assn. of Broad- | 
casters, Region 8, Hotel Mark Hopkins, | 


San Francisco 

Oct. 2. Advertising Research Founda- | 
tion, fourth annual conference, Waldorf- | 
Astoria, New York. 

Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whitley 
Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad- | 
vertising Executives Assn., annual meot- | 
ing, Hotel Statler, Boston 

Oct. 9-10. American Assn. of Advertis- | 
ing Agencies, Central Region's annual | 
meeting, Drake Hotel, Chicago. 

Oct 9-11 Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2lst an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal 


Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee 

Oct. 13-15. Packaging Institute, 20th 


annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
neapolis. 

Oct. 17-19. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Sheraton-Cadillac Hotel, Detroit. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. | 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 


tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 
Oct. 27-28. National Assn. of Broad- 
“casters, Region 2, Hotel Statler, Washing- 
ton, D. C. 
Oct. 27-28. American Assn. of Adver- 


tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. } 

Nov. 5. American Assn. of Advertising | 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Advertisers, 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 


How to Feed | 
Hardware Dealers 
On a Small Ad Budget 


Sending tool customers into hardware 
stores costs less when you concentrate 
on men who buy the most tools. Those 
versatile weekend mechanics following 
Home Craftsman Magazine for practical 
guidance buy special tools for special 
home jobs. They buy 4% hommers, | 
9-9/10 screw drivers, 20-1/10 wrenches, | 
4% motors and other tools galore. 

To learn more about the hardware 
store-purchasers as ACTIVE caftsmen 
write now for up-to-date market data. 


115 Worth St. 
New York 13 


ome 


CRAFTSMAN 


Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago 


Nov. 16-19. Broadcasters’ Promotion 
| Assn., annual seminar, Chase Hotel, St 
Louis 

Nov. 17. American Marketing Assn., 


regional industrial marketing conference, 
Toledo, O 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla 

Nov. 20. Business Publications Audit of 
Circulation, annual 
more, New York. 

Nov. 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 


meeting, The Bilt- | 


Noble-Dury Adds Golden Dipt | Lan-O-Sheen to Bozell & Jacobs: “dl 
Golden Dipt Mfg. Co., St. Louis, | 
|has named Noble-Dury & Asso-| Jacobs, 


20. Television Bureau of Adver- | 


April 12-16, 1959. National 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz 

May 24-27, 
Publications, 
management 
Skytop, Pa 


conference, Skytop Lodge, 


Business | 


Advertising Age, September 1, 1958 


and ice cube maker sales depart- 


1959. Associated Business| Ment of the Frigidaire division of | tween 
53rd annual meeting and |General Motors Corp., Dayton, O.,| Ne 


has been named director of mar- 


June 8-11, 1959. Outdoor Advertising| keting of Upson Co., Lockport, 


| Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
| hoe Tavern, Tahoe City, Cal. 


Nov. 21. Television Bureau of Adver-|Ciates, Nashville, to handle its ac- 


tising, annual 
Hotel, New York. 

Nov. 25. National Business Publica- 
tions, Los Angeles regional conference, 
Hotel Statler 

Nov. 26. National Business Publica- | 
tions, San Francisco regional conference, | 
Sheraton-Palace | 


national winter conference, Morrison | 
Hotel, Chicago. | 

Jan. 23-25, 1959. Advertising Assn. of | 
the West, midwinter conference, San | 
Jose, Cal. | 
April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., | 
Eden Roc Hotel, Miami Beach. | 


meeting, Waldorf-Astoria | 


count 


Nationally distributed Golden 


effective, Sept. 15, replac-|ing and marketin 
jing Block & Associates, St. Louis. | Sheen Inc., 


N. Y. He will direct and coordinate 
the operations of Upson’s sales, 
advertising, promotion and public 
|relations department. 


Effective Sept. 1, Bozell & 
Minneapolis, has been 
|appointed to handle all advertis- 


g for Lan-O- 


ceeding Bruce B. Brewer & Co., 


Dipt products include a prepared Minneapolis. Plans to open new 


loaf mix 


, batter mix and bread-‘ markets will involve the extensive 


ing. Other agencies making pre- use of newspaper advertising and 
Dec. 28-30, American Marketing Assn,,| S¢Mtations for the account includ- | tv. 


ed Gardner Advertising Co., St. 
Louis, and Allmayer, Fox & Resh- 
kin, Kansas City. 


Wagner Joins Upson Co. 
Byron C. Wagner, 


| 


| 


Gordon & Hempstead Adds 1 


Lake States Imports, Chicago, a 
new distributor in a 10-state area 


| of Renault cars, has named Gor- 
previously don & Hempstead, Chicago, 


to 


St. Paul, Minn., sut- 


manager of the air conditioning! handle its advertising. The account 


| reportedly will bill somewhere be- 
$100,000 and $300,000. 
edham, Louis & Brorby, Chica- 
| go, handles Renault’s national ad- 
vertising. 


Corbett Names Ruth Marlatt 
Ruth Marlatt has joined Corbett 
| Advertising Inc., Columbus, O., as 
copy writer. Miss Marlatt was 
rmerly director of radio and tv 
‘for Columbus & Southern Ohio 
|Electric Co., and has served as 
‘continuity director of radio and 
|tv stations WHIZ and WHIZ-TV, 
Zanesville, O. 
| Moore Issues Anniversary Book 
Benjamin Moore & Co., New 
York, has issued a 75th anniver- 
sary book tracing the history of 
the paint company since its found- 
ing in 1883 with a capital of 
| $8,088. The book also contains 
| data on the company’s laboratory 
j}and manufacturing facilities and 
|its executive and sales personnel. 
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This is another in our series about successful people in advertising. Peters, Griffi 
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Advertising Age, September 1, 1958 


Post Support Better Breakfast |vertising director of This Week| 
Drive with Sweepstakes Magazine, has joined Lippincott | 

The Post division of General |* Margulies, New York, industrial | 
Foods Corp. will support Cereal |4¢Si8n company, in an executive | 
Institute’s eighth annual Septem- capacity in the client relatiods Ge- | 
ber promotion of better breakfast |P@ttment. Prior to entering the 
month with advertising in Family | ™@8azine field, he was advertising | 


McCann Predicts 


‘59 Will be ‘Most 


Prosperous Year’ 
New York, Aug. 26—Gazing into 


Weekly, Life, Parade and This|™®8mager for Tampax for 11 years|its crystal ball, MeCann-Erickson, 


Week Magazine, plus spots on GF’s 
network television shows, “De- 
cember Bride,” and the “Danny 
Thomas Show,” on CBS-TV and 
“Wagon Train” on NBC-TV. 


Highlight of the GF promotion | 


will be a $100,000 consumer sweep- 


in-store displays and on the face 
of Post cereals packages. Entry 
requirements cali only for a con- 
sumer’s name and address. First 


and was with Kenyon & Eckhardt 
from 1930 to 1936. 


‘Mayor & Manager’ Joins NBP 
Mayer & Manager, BPA-audited 
quarterly published by William C. 


| Copp & Associates, New York, has 
stakes which will be promoted via | 


become a member of National 
Business Publications, Washington. 
The Copp organization also pub- 
lishes Law & Order, already a 
member of NBP. Current NBP 


prize is $36,000; second prize is | membership is 204 publications. 


$10,000; and there will be 1,000! 


third prizes, consisting of General 
Electric appliances. Benton & 
Bowles is the agency. 


Bolte Joins Lippincott 


Tempkin to Wexton 
Irv Tempkin, formerly art di- 


Alan Bolte, former vp and ad- associate art director. 


the nation’s second largest agency, 


year in American history.” 

In a research report issued yes- 
terday, “The Turning of the 
Tide,’”’ McCann says: “We're on the 
way right now in an upswing that 
will carry us strongly and steadily 
toward new records in sales, pro- 
duction and income.” 


disposable income is expected to 
reach $327 billion in 1959—$18 
billion above the alltime high set 
in 1957. 

“That margin alone, 
agency, “is money enough to buy 


” 


|rector of Friend-Reiss Advertising | 6,000,000 new medium-priced auto- 
|and Al Paul Lefton Co., has joined | mobiles 
|Wexton Advertising, New York, as | Buick account]. It is more than the 


[McCann handles the 


'total spent by consumers on fur- 


sees 1959 as “the most prosperous | 


The agency notes that consumer | 


says the! 


|niture and household equipment | 


in 1957.” 

® In a chapter on marketing 
| budgets, McCann makes this| 
point: Budgets based on a fixed) 


ratio of advertising expenditures- | 


to-sales will be inadequate; this 
will be especially true for com- 


of market. 


The McCann report points out) 
that over the past eight years ad-| 


vertisers have increased their ex- 
penditures sharply because of 
higher media prices, shifts in me- 
|dia use, growth of markets, de- 
| cline of personal selling and intro- 
duction of many new products. 
This increased volume itself has 
produced higher budgets, the re- 
port adds, because an advertiser 
“finds it harder to be heard unless 
he increases his own volume.” 


= Especially interesting are the 
McCann figures comparing growth 
of advertising with other economic 
indices. “Since 1950,” the report 


IS MR. PEN 


= 


g 


YPROFIT 
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” ... counting his blessings, which are considerable, in spite of the very small 
is profit he makes on every item he sells. 


Mr. Pennyprofit advertises widely — but does not apply it with a broad brush. ‘‘Sell 
big where the selling is good, and save wisely when you can" he says—and 
does. Spot television is so obedient to his bidding in both respects that his bless- 
ings grow and grow each year—and so does his advertising budget! 


Your PGW Colonel would like to send you “Spot Television Cost Yardsticks” 
which will show you how spot television can obey your budget requirements, 
either large or small, everywhere! 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N. Y. C. 
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KBOI-TV Boise 

KBTV Denver 
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KMAU KHBC-TV Hawaii 
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panies seeking an increased share | 


MIDWEST EAST j 
WHO-TV Des Moines 13° NBC WBZ-TV Boston 4 NBC 
WOC-TV Davenport 6 NBC WGR-TV Buffalo 2 ABC 
WDSM-TV Duluth-Superior 6 NBC-ABC KYW-TV Cleveland 3 NBC 
2 CBS WDAY-TV Fargo 6 NBC-ABC WwwWJ-TV Detroit 4 NBC 
9 ABC KMBC-TV Kansas City 9 ABC WJIM-TV Lansing 6 CBS 
9 CBS WISC-TV Madison, Wis. 3 CBS WPIX New York 11 IND | 
WCCO-TV Minneapolis-St.Paul 4 CBS KDKA-TV Pittsburgh 2 CBS 
5 IND WMBD-TV Peoria 31 «CBS WROC-TV Rochester 5 NBC 
+ tes. SOUTHWEST SOUTHEAST 
KFOM-TV Beaumont 6 CBS WCSC-TV Charleston,S.C. 5 CBS 
KRIS-TV Corpus Christi 6 NBC WiS-TV Columbia, S. C. 10 NBC 
WBAP-TV Fort Worth-Dailas 5 NBC WSVA-TV Harrisonburg, Va. 3 ALL 
KENS-TV San Antonio 5 CBS WFGA-TV Jacksonville 12 NBC | 
wiv) Miami 4 CBS | 
WDBJ-TV Roanoke 7 CBS 


PETERS, GRIFFIN, WOODWARD, mc. 


Spot TELEVISION 


Since 1932 ? 


Pioneer Station Representatives 


NEW YORK * CHICAGO + DETROIT * HOLLYWOOD @ ATLANTA © DALLAS © FT.WORTH + SAN FRANCISCO ©. | 
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SUPPORTER—Doris Wiss, actress, 

gives an assist to a new display by 

R. T. French Co.—part of a cam- 

paign introducing French’s spa- 
ghetti sauce mix. 


says, “gross national product has 
increased by 50%—and total .d- 
vertising expenditures by 78% 
The spending of the 100 leading 
advertisers has climbed far more 
sharply—by 125%.” 


McCann has also traced the 


| trends in sales, profits and adver- 
|tising expenditures 


of three 
groups among the 100 leading ad- 
vertisers for 1950 and 1957. This 
is the picture that emerges: 


e 20 rapid-growth companies dur- 
ing this period increased their 
sales an average of 83% and their 
profits 41%. Their advertising ex- 
penditures, however, went up by 
142%. 


e 16 medium-growth companies 
increased their sales by 50% and 
their profits by 61%. Their adver- 
tising expenditures are up 129%. 


e 28 less-rapid-growth companies 
increased their sales 36% and 
their profits 33% while expanding 
their advertising investment by 
115%. # 


Stromberg Promotes Field 

Harold P. Field, general manag- 
er of Stromberg-Carlson’s plants 
in San Diego, has been appointed 
director of marketing of the elec- 
tronics division of Stromberg- 
Carlson, a division of General 
Dynamics Corp., Rochester, N.Y. 
Mr. Field will continue in his 
present position in addition to his 
new duties. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 

WHY TAKE LESS? 
Singleweight Quantity 5x7 6x10 
Glossy 25 $2.75 $ 4.00 
Prints 4.50 6.00 

100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


PHOTO BLMiGe 


59 E. Iinois $t., Chicago 11, Hil, 
Whitehall 4-2930 
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GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where's 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 


| Anderson, Lanigan Join B&B 


| John Anderson, formerly Lux 
toilet soap product manager at 
| Lever Bros. Co., has joined Benton | 
|& Bowles, New York, as account| 
isupervisor for a new General 
Foods product. Francis Lanigan, 
previously in charge of new prod- 
luets development and marketing 
at Nestle Co., has joined Benton 
& Bowles as a marketing execu- 
tive in the agency’s new develop- 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


SINCE 1922 


new marketing possibilities for | 
agency clients. 


Silver Skillet to Hartmar 

Silver Skillet Food Products Co., | 
Skokie, Ill, has appointed Georg 
H. Hartman Co., Chicago, to han- 
dle its advertising. Silver Skillet 
processes and packs canned, ready- 
to-serve foods. Plans are under 
way for a campaign in consumer, 
grocery, institution and food vend- 
ing markets. Mohr & Eicoff for- 
merly handled the account. 


Reach, McClinton Boosts 2 

Everett Sahrbeck, vp and art 
director of Reach, McClinton & 
Co., New York, has been promoted 
to executive art director, respon- | 
sible for the activities of art de- 
partments in all R/M_ offices. 
Joseph Allentuck, comptroller at 
the agency, has been named secre- 
tary as well. 


Shields Joins Waldie & Briggs | 

Eugene B. Shields has joined | 
Waldie & Briggs, Chicago, as an| 
account manager. Mr. Shields for- 
merly was with Erwin Wasey, | 
Ruthrauff & Ryan, handling the) 
Toastmaster account, 


Todd Joins Commerce Book 

Henry B. Todd, formerly with 
Advertising Agency Magazine, has 
joined the sales staff of the in- 
ternational editions Journal of! 
Commerce, New York. 


LaRoche Names Graetzer VP 
John S. Graetzer Jr., account 
supervisor of C. J. LaRoche & Co., 
New York, on the Hiram Walker 
account, has been elected a vp. 


Nielsen Moves in N. Y. 
The New York office of A. C. 
Nielsen Co. has moved to 575 Lex- 


ington Ave. 


Kudos to you, o stouthearted guard- 
ians of plates and closing dates, progs 
and logs, type specs and copy rejects. On- 
ward and upward you carry the colors 
(process and otherwise) of your embat- 
tled compatriots—reproducing faithfully, 
in the face of stubborn resistance, the 
graphic gyrations and semantic manip- 
ulations of creative genius. Halt! Will 
the ad make enough sales contacts to 


justify your battle? 


It seems incredible, but, until now, you 
could never be sure. Now, thanks to the 
brilliant field generalship of Alfred Politz 


— inalliance with The Saturday Evening 
Post — a major breakthrough in media 
research has resulted ... Ad Page Ex- 
posure. It proves that the Post ad page 
printed from your plates will be exposed 
to Post readers more than 29,000,000 
times. Mission accomplished? 

Don’t go taking up arms against the 
media director ... he’s 
friendly to your cause. 
Instead, use subversive 
tactics to undermine 
ads going to other me- 
dia. “V” for Victory! 


|next week. For the previous two} 
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‘ment unit. He will investigate, Department Store Sales... 


WASHINGTON, Aug. 28—Depart-| 
ment store sales in the week end- 
ing Aug. 23 were 3% ahead of 
sales for the similar week last 
year, the Federal Reserve Board 
reported today. For the four weeks 
to that date sales were 2% ahead 
and for the year to date 1% be- 
hind. 


s Of the 12 FRB districts, two 
showed losses: Cleveland and Chi- | 
cago, both 1%. Minneapolis re- 
ported no change. The remaining 
districts showed gains as follows: 
Boston, 7%; New York, 3%; Phil- 
adelphia, 9%; Richmond, 2%; At-| 
lanta, 6%; St. Louis, 6%; Kansas 
City, 8%; Dallas, 4%, and San 
Francisco, 4%. 

Detailed breakdown of these 
sales will not be available until 


MUM 


weeks sales broke down as fol- 
lows: 


% Change from °57 
Week Ending 


Federal Reserve Aug. Aug. 
District, Area, and City 4 16 
UNITED STATES ................... r+ 2 + 2) 
Boston District ................ +1 +4) 
Metropolitan Areas | 
SPIED “cevcecdtivstpsccenecce + 6 + 8 
Downtown Boston ............ — 1 —1 
Suburban Boston ..... +17 +25 
Cambridge ........... . +1 —7 
0 ae +6 +18 | 
I deretnestscniesse —17 — 7] 
City 
mE — 6 
New York District .... r 06 0) 
Metropolitan Areas | 
Buffalo ............ mn r— 4 —9 
New York-N. E 
New Jersey ..... r+ 1 +1 
Newark ............ —5 — 6 
New York ...... r— 2 —4 
IIE * iichtisbsonmiassesinionds —2 —1 
III ncantiusinasneienpsnceuressecee — 6 —1 
Philadelphia District ... + 3 +4 
Metropolitan Areas 
WULMINBAON oe cceccccereceeeevenee +8 +13 
IN scsitsditnceiienmicchaieestth ,. 0 +7 
Lancaster ............ r+ 9 +19 
Philadelphia ..... + 3 +1 
Reading ............... +4 + 3 
CIE. ccrnacterecesipesssensernvernee r+ 4 —2 
Wilkes-Barre—Hazleton .. r— 1 +11 
Cleveland District .................. —2 —2 
Metropolitan Areas 
EIIIEIIEL  Sascncensaticapepiscscnptiestes —1 +43 
IEE ailitccncisianistatdedadocawevenseeanee —10 —9 
Canton ......... —7 —l1 
Cincinnati ..... —1 — 3 
ID sictitienictsricrneesicnscces —3 —2 
Downtown Cleveland —16 —13 
COIN  scctesstestccvessiceninsserese —2 
Springfield ... — 8 
Youngstown ..... —l1 
BED iiemininn sae —9 
Pittsburgh ............... a +1 
Downtown Pittsburgh 0 +1 
Wheeling-Steubenville ... — 3 —4 
Richmond District .................. + 3 +4 
Metropolitan Areas 
Washington ............cese00e -~ +5 + 5 
Downtown Washington .. r+ 2 0 
| en ss + 2 
Downtown Baltimore r— 4 —2 
| we f 2 —3 
Atlanta District 2.000.000... r+o or 0 
Metropolitan Areas 
Birmin ga  .rcc....cc-scvcessereee ° +1 
MODILe ....-.0.0se00es - $11 — 3 
Jacksonville ......... : 0 —1 
PE cnnsernsinincseincssoenesiee we T+ 5 —1 
Downtown Miami ............ r—1 —3 
PTRIED: ccrcrsrennticreeeremeincinsincs +15 +4 
Augusta .......... r+ 5 —10 
New Orleans . bd —8 
Knoxville — 6 0 
Chicago Distric — 5 —3 
Metropolitan Ar 
Chicago 4 0 
Indianapo —3 0 
TINIE -scesctneninsnntenmnsontogstnesbonstion —ll —10 
Grand Rapids ...............s.00000 +3 — 6 
BUIIIEE extensvactncneressossnscosnt —2 — 6 
St. Louis District .................... + 2 +1 
Metropolitan Areas 
IIE -Sranenmianacscisnnisiverertes +1 + 8 
EAU cisesccecoccccssssescesvsoceee —1 + 5 
WR, SATII: ernccnsvicrasossvssesvscccsceone +2 —4 
Memphis  ......00--cce00000- —— s +9 
Minneapolis District .............. — 5 —2 
Metropolitan Areas 
pS | en — 5 —2 
Mpls. and Suburbs ... —5 —2 
1, ae 4 —4 
Cities 
Duluth-Superior ................ r—4 —1 
Kansas City District .............. +17 + 5 
Metropolitan Areas 
BIE | <iccsasesecsecnticetmenreerevieece +4 +3 
a +16 +4 
. +3 +1 
SN ID oro chs sashccvanteseapnct +7 +9 
St. Joseph .... a | —7 
TIED sctathncsiectennmecisoemescesionss +9 —12 
AIDUQUETQUE .........::ccseseeceeees +14 +10 
Oklahoma City ... +2 +4 
ED, ‘cnaansedeibbilicidimusnicneess +23 +26 
City 
SED intinintoniecintmaneiciamnenss a | 0 
Dallas District 00.0... +3 +1 
Metropolitan Areas 
Dallas +3 +1 


Sales Rose 3% in Aug. 23 Week 


Department Store 
Sales Barometer 


Change from 1957 


Week Ended 
Aug. 23, ‘58 


+3% | 
-1% 


Jan. 1, ‘58 to 
Aug. 23, ‘58 


) ae 
Fort Worth 
EE ae See 
I I 
San Francisco District ......... 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles ..... 
Sacramento eet 
i). = ae 
San Francisco-Oakland .. 
San Francisco City .......... 
Oakland 
ee 
Salt Lake City .. 
Seattle : 
Spokane ....... © _— 
MID cdutintabiadecdincmmmniians * 
r—Revised. *Data not available. 
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Gulton Sets Push for 
Rechargeable Flashlight 


Gulton Industries, Metuchen, 


|NJ., electronics manufacturer, is 
launching its first consumer prod- 


uct, a rechargeable flashlight 
called Life-Lite, this month. A 
budget of “more than $100,000” 
has been set for 1958 for Life- 
Lite, which the company claims is 
the first permanently rechargeable 
flashlight to be manufactured ex- 
clusively in the U.S. 

A trade campaign in eight dif- 
ferent fields gets underway Sept. 
1. The remainder of the budget 
will go into trade shows and dealer 
displays, including window stream- 
ers, catalog sheets, display cards, 
ad mats and photographs. The 
company has designed the con- 
tainer as a gift box that can be 
turned into a self-displaying coun- 
ter item. It retails for $5.95. Wil- 
liam Nicosia Advertising, New 
York, is the agency. 


JWT Names Cameron Manager 


in Miami, Adds Boslet in N. Y. 
J. Walter Thompson Co. has ap- 
pointed Albert I. Cameron, a vp, 
manager of the Miami office. Mr. 
Cameron has been in JWT’s Chi- 
cage office for the past three 
years. The agency handles the 
Pan American World Airways ac- 
count (Latin American division) 
from the Miami office. The Miami 
office has been named to handle 
advertising for the Florida Na- 
tional Bank & Trust Co., Miami. 
Robert Boslet has joined JWT, 
New York, as an account repre- 
sentative. He formerly was an ad- 
vertising product manager with 
Warner-Lambert Pharmaceutical 
Co., an account executive with 
Ted Bates & Co. and a new product 
manager of Vick Chemical Co. 


Sid White Joins ABC 

Sid White, previously in charge 
of radio-tv publicity for Warner 
Bros. Pictures, New York, has 
joined the press information de- 
partment of American Broadcast- 
ing Co., New York. Mr. White, 
Radio-Television Daily columnist 
for 13 years, created and was pro- 
ducer of the “Luncheon at Sardi’s” 
radio program for nine years. 


Ross Roy Appoints Neall 

Joseph R. Neall, formerly group 
copy chief, has been promoted to 
copy chief on all advertising ac- 
counts at Ross Roy Inc., Detroit. 
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DECEPTIVE TRE CO. 


» | amlire Sale 


Nel - on the toe deongred fo: 
Me 


ee al 
pee ie em se | 


HELPFUL—As a guide to advertisers, 

the National Tire Dealers & Re- 

treaders Assn. produced this “ad” 
which violates its rules. 


Dealer Group Lists 
12 Tire Ad ‘Guides’ 


WASHINGTON, Aug. 26—In its 
newly published “Guide to Tire! 


Advertising,” the National Tire) 


Dealers & Retreaders Assn. goes to 
some trouble to spell out in detail | 
specific do’s and don’ts, based on 
the guides issued by the Federal | 
Trade Commission (AA, Aug. 25). 
Included in the brochure setting 
forth the association’s guides is a 
simulated newspaper ad embody- | 
ing violations of all the rules. 


The 12 proscriptions listed are: | 


e 1. Deception as to construction 
and construction claims. 

e 2. Deceptive designations. 

3. False “original equipment” | 

claims. 

e 4. False assertions about plies. 

e 5. Failure to disclose offering of 
used products. 

e 6. False “new car take-off,” 
etc., claims. 


e 7. Failure to disclose that prod- 
ucts are obsolete or discon- 
tinued models. 


8. False pricing. 
9. Misleading “guarantees.” 


e 10. Failure to disclose blemished, 
imperfect; defective, etc., 
products. a 


e 11. False claims regarding safety | 
or performance features. 
| 


e 12.Other deceptive representa- 
tions. 


Guinness Returns to U. S. Ad 
Picture in Fred Gardner Fold 

Guinness stout, the brew once 
extolled by Hewitt, Ogilvy, Ben- 
son & Mather and later by Comp- 
ton Advertising, has moved to 
Fred Gardner Co., New York, 
which plans a newspaper cam- 
paign in eastern states. In 1954, 
Guinness ended a five-year ex- 
periment in the U.S. and moved 
back to Dublin, from which the 
stout was then exported to the 
U.S. There has been little adver- 
tising for Guinness since the fall 
of 1953. 


Naegele Names Cassels 
Assistant to President 

J. Douglas Cassels has joined 
Naegele Outdoor Advertising Co., 
Milwaukee, as assistant to the 
president, a new position. The new 
office, according to Charles B. 
Burkhart, president, will coordi- 
nate sales, market research, op- 
erations and customer relations. 

Mr. Cassels formerly was sales 
manager of the Philadelphia 
branch of General Outdoor Ad- 
vertising Co. 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG 
SAN FRANCISCO CENTRAL TOWER 


|print media with color pages in 


Du Pont Plans Nylon Drive 

E. I. du Pont de Nemours & Co., 
Wilmington, has bought into the 
NBC-TV Dave Garroway “Today,” 
“Jack Paar Show” and CBS Ra- 
dio “Arthur Godfrey Show” for 
its nylon carpeting. The campaign, 
to start in late September and con- 
tinue through fall, will include 


Better Homes & Gardens, Sunset 
Magazine and the New York 
Times Magazine. A local tv cam- 
paign in from 30 to 40 markets will 
use minute spots, and participa- 
tions with retail store credit cut- 
ins on both local and national ad- 
vertising. Batten, Barton, Durstine 
& Osborn is the agency for Du Pont. 


NARDA TV Blue Book Printed 
The 1959 Edition of the official 
“NARDA TV Blue Book,” contain- 
ing list prices and trade-in values 
of tv receivers, has been published. 
Copies are available, at $5 each, | 
from National Appliance Publish- | 
ing Co., 5004 McKenna Road, Mad- | 
ison, Wis. 


@ 2,900 
NORTHBROOK (Star) 
*3,210 


as 


© 4,654 . 
WINNETKA 


* OCCUPIED DWELLING 
Unit Figures 


Source: SRDS 
Consumer Markets 
Data February, 1958 

*ABC CIRCULATION 
Ending March 31, 1958 


WILMETTE (Lite 
*7,667 


-And= THIS IS THE RATE 
THE EVANSTON REVIEW ... 25¢ per line 
THE HOLLISTER PUBLICATIONS Any One — Le per line 
All Five —30¢ per line 
Combination of THE EVANSTON REVIEW and the five HOLLISTER PUBLICA 
TIONS can be bought on ONE ORDER G@ 5% per line through 


The North Shore Publishing Co., 1020 Church Street, Evanston, IM., ot 
Lloyd Hollister Inc., 1232 Central Ave., Wilmette, It 
Chleage Office, 20 W. Jackson, HA 17-1450 


EVANSTON 
(Review) 
‘22.356 


THE EVANSTON REVIEW 
WILMETTE LIFE 
WINNETKA TALK 
GLENCOE NEws 
GLENVIEW ANNOUNCEMENTS 


NORTHBROOK STAR 


THE FIRST MAJOR GROUP OF 
SUBURBAN NEWSPAPERS TO QUALIFY FOR 
AB C MEMBERSHIP 


Covering Chicago's 
North Shore . . . One of 
AMERICA’S TOP 
SUBURBAN MARKETS 


Published every Thursday 
Copy deadline Thursday 
Preceding date of Iiswe 


National Average $5,951 
Hitneis Average 87.179 


N Shore 
Estimated income $15 41 


Harassed interval in the day of 
Paul Abernathy, Assistant Plant Manager 
for Intaglio’s publication division, 
Long Island City plant. 


Have you got Rg 


——— 


The long distance call came through 
at 9:05 a.m. The guy at the other end 
of the wire was a gravure printer, 
blowing his top. Two color pages, 
etched from Intaglio positives—we 
have troubles and you gotta help! 
Our man left on an 11:30 plane, and 
phoned the next morning. A cylinder 
correction and a printing adjustment 
had turned the trick. Presses rolling, 
all O.K, 

Intaglio service specialists spend 
hundreds of hours a year in other 
peoples’ pressrooms. We know the 
process preferences, and press needs 
of every gravure printer in the U.S., 
publication or packaging. Your job is 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 


custom made to the specifications of 
the printer who will handle it, And 
Intaglio Service follows through to 
make sure he does—which is one good 


reason for always calling Intaglio. 


Other good reasons are: 35% of 
Intaglio’s 500 craftsmen have been 
with us ten years or more. Four new, 
air conditioned, technically advanced 
plants in New York, Chicago, and 
Detroit and Cincinnati — save time 
and tribulation. And seven offices 
are at your service. For the very best 
in gravure—positives, carbon tissue, 
Rotofilm, and cylinders—you can 
always rely on Intaglio, 


Intaglio SErviCe corPorATION 


1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles—2264 Bogen St., Cincinnati 
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FIRST 


In Furniture Sales 


In Connecticut 


New london families 


buy a lot of furniture! They 
spend $603 per household 


on furniture and household 


appliances... 


making New 


London first of all Connecti- 
cut cities with a population 
of 25,000 or more (SM ‘58 
Survey). 


Sell your products to this 


66,547 ABC City Zone | 
through its only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


| 
| 


SUITABLE—The Wool Bureau will break its fall menswear advertising 
with this spread in the Sept. 1 Life, and will follow it up with color | 


| 
' 
| 
| 
| 
Wwharewvenr vert ee relate | 

wool dives vou 

top form 


| 


Wool > — 


spreads in Holiday, Life, Sports Illustrated and The New Yorker. 
J. Walter Thompson Co. is the agency. 


i 


Summit, 


includes 


Five Manufacturers Form 
Merchandising Alliance 
Five manufacturers in the hard-| 
ware and houseware field have 
joined together to form Hardware- 
Housewares Merchandising Alli- 
lance Inc., 32 E. Third St., Lee’s 
a non-profit mer- 


Mo., 


O. Ames Co., 
burg, W. Va.; Borg-Erickson Corp., 
|Chicago; O’Cedar Corp., Chicago; 


!Rubbermaid Inc... Wooster, O., and 


SUESSSSCSCOCSeses oO CEPSOCSS See Soe eS Ores Ch ewpeseseeeeesee oe Gosedoetoeeesee 


“Just another fad! It’ll never last...” 


“eee eeee eevee eeeeeeeeeee 


. 
. 
. 
. 

. 


MU 33-8215 
which is really 


rm on 
© 


* 
Bag 
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ANSWERS 


Like these gentlemen of 35 years ago, you can still miss 
the boat in TV and radio advertising if your plans are 
made upon incomplete or incorrect facts. Top executives 
in this multi-million dollar business avoid costly guesses 
by relying every week on BROADCASTING’s complete cov- 
erage of everything new in broadcast advertising. Make 
it your crystal ball, too. An introductory subscription 
costs only $1.75 for 26 fact-filled weeks. How can you 
lose? Or why should you? 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D. C. 


RAPID ART SERVICE, INC. 
304 East 45th Street, 
New York 77, N. Y. 


e ART STUDIO « TYPE SETTING « LETTER PRESS « SILK SCREEN « BOX EASELS & BINDERS 
SCHOOSSHHSSEHSHSSHEHHSHSHEHHSHEEHESEHESEHEEESESEEE 


We're Cape Codding it right here. 


Vacation season or not, 
our art and production 
staffs are on the 

gu/ vive to handle your 
major promotional art 
requirements quickly 
and smartly. And even 
happily. Just call 


*) 


| 

|Wear-Ever Aluminum Inc., Ne 

| Kensington, Pa. 

The four major objectives of the | 
|paper advertising; improved sales 
promotion programs and materi-| 
als; closer communication between | 
| wholesalers and retailers; contin- 
}/uous research into more effective | 


_ | selling methods. First contact with | 


|retailers will be a mailing of 40,-| 
'000 brochures’ explaining the | 
| program. 


General Mills Sets National 
Introduction for Cocoa Pufts 

General Mills, Minneapolis, will 
launch a national introductory 
campaign for Cocoa Puffs late 
this month with network and lo-| 
cal television. The drive will con- 
centrate on reaching potential 
Cocoa Puffs kiddie-customers 
through top local children’s shows. 
The local program approach was} 
used successfully in the introduc- 
tion of Cocoa Puffs in test markets 
in the Northeast and Northwest 
this summer. 

In addition, such ABC and 
CBS tv shows as “Mickey Mouse 
Club,” “Captain Kangaroo” and 
“The Lone Ranger” will be used. 
Newspaper ads are set to begin 
late in August in General Mills’ 
East Central region. Dancer-Fitz- 
gerald-Sample is the Cocoa Puffs 
agency. | 


ass? 


|group are: More effective news-| , 
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July Sales of Chain Stores 


July % Gain Seven Months % Gain 
1958 1957 or Loss 1958 1957 or Loss 
Food Chains 
“Colonial Stores ...$ 31,577,343 $ 32,829,464 — 3.8 § 234,819,335 $ 231,043,269 + 1.6 
Grand Union ..... 38,073,097 32,687,604 +16.5 188,673,002 167,458,565 +12.7 
SD: “Sagas sees 32,582,677 30,984,553 + 5.2 231,585,206 219,591,235 + 5.5 
Kroger Co. ...... 129,123,155 124,726,511 + 4.0 1,077,104,361 1,003,089,366 + 7.0 
National Tea ....... 58,651,705 32,355,990 +12.0 470,654,949 395,070,747 +19.1 
Safeway Stores .. 172,919,366 167,295,486 + 3.4 1,335,344,742 1,284,603,940 + 4.0 
Group Total ..... $ 290,007,977 $ 273,584,122 + 6.0 $2,202,836,853 $2,016,253,182 + 9.3 
Mail Order 
*Montgomery Ward . 81,387,113 79,987,321 + 18 472,340,531 466,005,320 + 14 
"Sears, Roebuck ... 315,358,365 308,537,642 + 2.2 1,753,886,118 1,783,570,877 — 1.7 
BEE Keo cdenisee 6.805,900 6,519,471 + 4.4 61,651,787 56,239,652 + 9.6 
Group Total ..... $ 403,551,378 $ 395,044,434 + 2.2 $2,287,878,436 $2,305,815,849 — 0.8 
Drug Chains 
DE ctieosdeeee 5,966,092 5,260,457 +13.4 40,194,819 36,663,492 + 9.6 
UND opacscese 21,708,174 20,163,116 + 7.7 143,507,272 131,160,759 + 9.5 
Group Total ..... $ 27,674,266 $ 25,423,573 + 8.9 $ 183,702,091 $ 167,824,251 + 9.5 
Variety and Miscellaneous 
©American Stores ... 65,682,760 62,459,465 + 5.2 280,987,074 263,593,061 + 6.6 
Bond Stores ....... 5,056,644 4,922,416 + 2.7 83,768,062 89,551,433 — 6.5 
Butler Bros. ...... 14,441,892 11,124,865 +29.8 85,879,002 68,375,796 +23.8 
“Diana Stores ..... 2,530,806 2,711,402 — 6.7 35,592,791 36,518,378 — 2.5 
Edison Gros. ...... 7,447,131 6,834,260 + 9.0 57,581,607 54,267,000 + 6.1 
Frankl: Stores .... 3,002,567 2,832,419 + 6.0 20,291,076 19,237,440 + 5.5 
Cortvle-Skooae Stores 10,419,175 9,988,896 + 4.3 63,545,591 59,529,879 + 6.7 
ae rr 30,454,962 26,447,146 +15.2 198,328,897 195,540,394 + 1.4 
w- Robins - 3,780,646 3,304,126 +14.4 42,152,001 41,431,978 + 1.7 
tes oh & 8,137,157 8,193,768 — 0.7 47,333,874 49,360,223 — 4.1 
Hariterd © ‘ 1,700,235 1,619,857 + 5.0 9,604,326 9,332,525 + 2.9 
biGTeS 2. eeecs 4,570,349 4,534,485 + 0.8 28,343,092 29,518,935 — 4.0 
hienzy, &. # 4,531,000 3,975,000 +14.0 33,863,000 30,232,000 +12.0 
Kresne, S. & 28,557,379 27,953,281 + 2.2 186,134,797 185,768,726 + 0.2 
Oo ea 12,229,131 11,481,870 + 6.5 76,278,211 80,185,650 — 4.9 
Lane Sryant Inc. 4,574,374 4,254,745 + 7.5 40,281,498 40,470.763 — 0.5 
“Lerner Stores .... 12,342,763 12,655,511 — 2.5 78,776,298 83,134,007 — 5.2 
*Mangle Stores .... 2,356,704 2,634,226 —10.5 17,122,235 17,694,157 — 3.2 
EE kins becsas 8,694,067 8,675,790 +-0.2 54,818,478 56,762,320 — 3.4 
McLellan Stores .... 4,542,534 4,503,127 + 0.9 29,101,648 29,663,604 — 0.2 
«Melvilie Stores ... 8,040,738 7,562,304 + 6.3 66,297,700 64,487,737 + 2.8 
*Mercantile Stores Inc. 10,328,000 10,296,000 + 0.3 65,323,000 65,948,000 — 0.9 
4Miller-Wohi Co. ... 2,764,215 3,037,057 — 9.0 38,935,233 39,858,748 — 2.3 
Murphy, G. C. ..... 15,105,859 14,987,251 + 0.8 100,136,851 104,217,641 — 3.9 
National Shirt Shops 1,349,174 1,509,276 —10.6 9,726,389 10,837,408 —10.3 
Neisner Bros. ..... 5,126,255 5,273.384 — 2.8 32,787,866 35,160,167 — 6.7 
J. J. Newberry .... 16,722,388 16,844,855 — 0.7 105,118,654 103,537,929 + 1.5 
Penney, J. C. .... 94,585,428 91,164,682 + 3.8 629,693,429 631,741,678 — 0.3 
Rose’s Stores ..... 2,253,404 2,251,901 + 0.1 13,778,744 14,400,227 — 4.3 
Shoe Corp. of 
re 5,847,498 5,858,596 — 0.2 43,701,865 43,612,555 + 0.2 
/Sterchi Bros. .... 1,401,700 1,447,717 — 3.2 6,796,016 7,692,653 —11.7 
Western Auto ..... 22,270,000 21,508,000 + 3.6 123,666,000 124,878,000 — 1.0 
White Stores ..... 3,902,403 3,505,873 +11.3 24,789,565 20,009,308 +23.9 
Woolworth, F. W. 65,140,663 61,870,336 + 5.3 431,150,753 412,776,346 + 4.5 
Group Total ....$ 489,890,001 $ 468,223,887 + 4.6 $3,161,685,623 $3,119,347,366 + 1.4 
Combined Total ..$1,211,123,622 $1,162,276,016 + 4.2 $7,836,103,003 $7,609,240,648 + 3.0 
@ Four weeks July 12; 28 week period. © Six month period. © 17 weeks July 26. ¢ 12 month 


period. ¢ 30 weeks July 26. ‘ Five month period. 4 Not included in totals. 


New System to Give 
N.Y. Area Faster 


Mail Deliveries 


New York, Aug. 26—Postal of- 
ficials expressed confidence last 
week that a new mail handling 
system which has been introduced 
in the New York metropolitan 
area is going to provide over-night 
delivery everywhere in a 27-coun- 
ty region for all first class letters 
mailed before 5 p.m. 

As outlined by Postmaster Gen- 
eral Arthur Summerfield and his 
associates the program to break 
the postal bottleneck in the world’s 
most congested complex of cities 
and towns is based on the use of 
concentration points in Newark, 
Jamaica and Yonkers so that mail 
is distributed for forwarding to 
delivery centers without moving 
into the city itself. 

Officials revealed that the re- 
organized mail handling system 
has actually been in use since 
July 28. While there have been 
occasional human errors during 
the shakedown period, officials 
said that barring clerical errors, 
patrons can expect that letters 


|mailed before 5 p.m. on a business 


day will be delivered within the 
area on the first delivery trip on 
the following business day. 


= The New York area has been a 
major headache for the depart- 
ment for many years, with facili- 
ties heavily overloaded, and with 
long, unexplained delays in mail 
handling. . 

In setting up the new plan, the 
department drew on_ personnel 
from the Boston, New York and 
Philadelphia regions, and 887 post 
offices in the New York metro- 
politan area itself. Within the 27 
counties covered by the plan are 
more than 1,300 postal facilities 
of various kinds. They handle one- 
sixth of the nation’s total mail 
load, and serve nearly 16,000,000 
people. 

Under the new arrangement all 


post offices will forward mail be- 


gining at 5 p.m. to the three con- 
centration points. Each concentra- 
tion point will extract mail deliv- 
erable in communities served 
through that point. Between mid- 
night and 3 a.m., shuttle service 
will exchange remaining mail 
among the three concentration 
centers, while after 3 a.m., mail 
will be moved from concentration 
points to delivering offices in time 
for distribution to individual car- 
rier routes. + 


Campbell ‘Souper-Duper’ 
Push to Feature Recipes 

Campbell Soup Co., Camden, 
N.J., will feature three budget 
recipes in a “Souper-Duper Chick- 
en” promotion in September. 
The tie-in promotion, timed for 
the back-to-school period, will 
feature budget dinners made with 
Swanson boned chicken and boned 
turkey combined with any of 
three Campbell’s cooking soups— 
cream of celery, cream of chicken 
and cream of mushroom. 

Advertising in supplements and 
Magazines will support the pro- 
motion. Schedule includes ads in 
the Sept. 14 issue of This Week 
Magazine and the October issue 
of McCall’s. A “scotch” plaid 
display bin will be used to bring 
the “budget” theme to the point 
of sale. Batten, Barton, Durstine 
and Osborn is the agency for the 
promotion. 


Glass Joins Milprint Inc. 

Irwin M. Glass, formerly mar- 
keting consultant with the Cleve- 
land office of Booz, Allen & Ham- 
ilton, management consultant, has 
joined Milprint Inc., Milwaukee 
producer of printed flexible pack- 
aging. He will specialize in devel- 
oping the basic data and analyses 
required for the company’s sales 
development program. 


Lee Joins Kelly-Smith 

Charles S. Lee, formerly with 
Ward-Griffith Co., has joined the 
staff of Kelly-Smith Co., Detroit, 
newspaper representative, 


a er ee a ee eae ee leo. ee ee a ae ae Sr i ty ee me 
G4. a s : mj = , oe + Law aie see Bie, : oe s Fy ; tp: J Ti ae z # ioe ‘ 4 : F a ; a : ‘ - a 3 oak 
ues : i = ae a : ; wk is i a Anlisiias ae tcen ae Bee et hie ae ame Te a eae a 3 ; * - 4 3 gi we BO a rere ‘ $+5 Ae, oe Taey 
iN | 
“6 | ee 
f 
& a | 
. 
ee 
2 A : se: - we . ia xy ny o ee 
a ci ne “velo, ee te cas a sd 
— ie SD. . 
: | = sem} 
E | 
_ oa | 
= ee 
x 
fe 
es | ng corporation, The I SK 
e eC ee 
CHOSHSHSSHSSSESEESSSHOSSSHHESSEHHESESESESESEEES 
° +. 
se e}. sd 
P. ° ee ° 
ia ei e 
Ba > e 
wet . i 7 
ete. e A e 
=ss . » Fl e 
> © = saenatinaaeenin “S ; EL] it ° 
o7 ° % tet § . 
* . Me Oe. ut} . [dd fsddYd TJ —f_—#—| \ 
AP ° \, * ‘ 
ike: . Ory e| aieiaaiia 
" . 2 § ' + ee 
ce ” ’ e 
~ _— 
li ae Ay, * 
at ° Oe <A © a 
ay. * ” 
ch ° ° 
sl - _—-" ° 
ay a es ° 
% ° ———e . ' 
wits e ps at / e 
nw . . 
pete e vA | rN - 
. a . 
: 
<3 , ae ‘i : - : 4 ‘oe { 
‘ ' 
ee eee ee ee ee 
. | ee ) 
eee eee eeeerseoeeeeeeeeeeeeseeoeeeeeeeeseseenes 
“pe +2 : 
ot 
fs yn ™ | ' 
5 i 
- ' 
oe o es i 
‘m Ay Ty 
P 3 ee ro st et 
i: soa oan) i : 
r qt | 
ft 5 i ae pees | 
. a —z] i: t 
; rr PAYS ® 
' a ae isa pigs ai | 
tO KNOW | 
Sa oeeier ' are ee 
: a | 
Ms, ‘ 
aus | | 
| | 
a 
. ee ganar | 
< " : ? : . ; a ahha we ar ae 1? Vigya i s * bats a (ge ET a Cd — POM aan a GET RRS YS wn ec eas aa 7 ee 


There's more than one way to drive a screw 


Kamberty Clark 
FIRSTS—Its first printed inserts, first 
complete listing of its distributors 
(on reverse) will be used by Kim- 
berly-Clark Corp.’s printing paper 
division in a campaign to start in 


Advertising Age, September 1, 1958 


'Ryder-Elliott to McCarty 

| Ryder-Elliott Inc., Los Angeles, 
i\maker of barbecues and lawn 
furniture, had named McCarty Co., 
|Los Angeles to handle its adver- 
\tising. The agency will also ser- 
|vice the company’s Starbright 
iswimming pool equipment divi- 
‘sion, maker of filters, heaters and 
other swimming pool equipment. | 


Groves joins ‘Iron Age’ 

Richard Groves, formerly re-| 
sponsible for marketing research | 
at the metallurgical products de- 
|partment of General Electric, has | 
‘been named marketing director of | 
| Iron Age, Philadelphia. 


Bloom Joins American Metal 

D. Dudley Bloom, formerly with | 
Atlantic Products Sales Corp., 
Trenton, N. J., has been named 
director of marketing of American 


trade journals in September. Foote, | 

. . . | 

Cone & Belding, Chicago, is the | 
agency. 


Retail, General Ads 
in Dailies Gain in 
July: Media Records 


New York, Aug. 26—Media 
Records’ check of newspapers in 
52 cities showed total newspaper 
advertising linage for the seven- 
month period ending in July at 
1,506,342,911 lines, off 7.2% from 
the corresponding period in 1957. 
Total linage for July was 197,970,- 
119 lines, off 3% from July last 
year. 


| 


s In July, newspapers reported an 
upsurge in general and retail ad-| 
vertising. General advertising in 
the month was 25,805,864 lines, a, 
gain of 66% over advertising| 
linage in July, 1957. Total retail ad- | 
vertising last month was 105,955,- | 
316 lines, up 1.3% from 104,614,- | 
371 lines in July, 1957. 

Automotive, financial, total dis- 
play and classified advertising 
during the month, however, contin- 
ued below the level of the like 
period in 1957. 

Biggest percentage loser in the| 
seven-month period was automo- | 
tive advertising, down 22% to 83,- | 
679,331 lines, as compared with 
107,290,668 lines in 1957. 

Classified advertising also dipped 
appreciably, with the 365,662,342, 
lines chalked up in 1958—off 11.4% 
from last year. Retail, general, fi- 
nancial, total display and classi- 
fied advertising also were down in 
the seven-month period. + 


Cook Forms Market Service 

Delbert J. Cook, formerly a vp 
and account supervisor of Erwin 
Wasey, Ruthrauff & Ryan, New 
York, has formed “Marketing 
Services,” a marketing consulting 
service to the grocery and dairy in- 
dustries, specializing in merchan- 
dising and sales promotion, at 436 
W. Wisconsin Ave., Milwaukee. 
The new organization is associated 
with Bisbing Business Research, 
Milwaukee. 


Chamberlain to Dolan, Bucker 
Mavis Chamberlain has been 


named to a senior post in the 
creative department of Dolan, 
Ducker, Whitcombe & Stewart, 
London. She has just returned 


from North America, where she 
spent two years in creative work 
in marketing food and fashion 
products. 


SOSSOSHSSSSSESSSSESESESE 
MAKE ’EM LAUGH! 
Friendly prospects buy quicker. Make 
yours laugh with the “‘Let’s Have Better 
Mottoes” monthly mailings. Unusual — 
effective — economical — exclusive. Write 
for details on your business letterhead. 
FREDERICK E. GYMER 
2123 E. 9th St., Cleveland 15, O. 
SOSOSSSSSSSSHOSSSOSESESES 


Metal Specialities Corp., Hatboro, 
Pa., toy maker. 


THE QUAD-CITIES 


MOLINE «+ €£. MOLINE + DAVENPORT 


ROCK ISLAND 


NOW THE NATION'S 


47° IV MARKET 


ACCORDING TO TELEVISION AGE MAGAZINE 


RETAIL SALES are above the 
national average. Rock Island, 
Moline, East Moline are rated 
as “preferred cities” by Sales 
Management magazine for the 
first 6 months of 1958. You too, 
can expect above-average sales 
if you BUY WHBF-TV NOW! 


WHBE-IV 


CBS FOR THE QUAD-CITIES 
Rock Island, Ill. Moline, Ill. 
East Moline, Ill. Davenport, la. 
REPRESENTED BY AVERY-KNODEL, INC. 


PRAIRIE FARMER LAND IS BUYING! 


This year, Illinois and Indiana farmers will take in 
718 million dollars from HOGS... 


There’s 


a third partner 
in the picture 


Father and son partnership of 
Russell and Orland McAllister, 
Waterman, Illinois, produce a 
healthy 100,000 pounds of pork 
a year, plus 120,000 pounds of 
beef. They are weighing the pig as 
part of a feed comparison they 


are making. 


The third partner in the picture 
is Prairie Farmer. The McAllisters 


look to Prairie Farmer 


the information they must have to 
keep their business growing. Both 
in the editorial pages and in the 
ads, if it’s in Prairie Farmer, it has 
a head start with the McAllisters. 


% This startling 1958 hog income 
figure is an estimate of the 
Research Department of Prairie 


Farmer. 


first for 


And the biggest slice of this will be 
spent on products advertised in 
Prairie Farmer...Wilil you be there? 


Prairie Farmer Land’s 718 million dollar-plus bankroll from hogs 
is spendable income to the world’s greatest concentration of high 
income farmers—part goes for producing more hogs —part goes 
for better living —more is spent on products advertised in Prairie 
Farmer than in any other farm publication. 


Surveys tell us why. 


Illinois and Indiana farmers 
over next highest publication! 


refer Prairie Farmer by 5 to 1 


ealers prefer Prairie Farmer by 


7 to 1! No other publication comes close. Invest your precious 
advertising dollars where the influence is. 


Mernber of 
MIDWEST FARM PAPERS 
35 E. Wacker Drive, Chicago 3 


New York 17 
YUkon 6-6264 
Ww Coast representative 
Townsend, Milisap & Co. 
110 Sutter St., San Francisco 4 


159 S. Vermont, Los Angeles 4 
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Teen Years Are Heaviest-Spending Time, 
Says ‘Seventeen’ (Hardly News to Daddy) 


New York, Aug. 26—Those 8,-|@ She spends $135,255,848 yearly 
500,000 teen-age girls form the! on lingerie, $67,508,000 on founda- 
fastest growing market in the U.S./|tion garments. 


ant 
eoey and Present department! She buys $172,250,000 worth of 
stores With an especially lucrative |», oe, (more than seven pairs per 


future, according to Seventeen in girl); she spends $83,856,000 on 
a new presentation which the mag- stockings yearly (23 pairs each) 


azine will be Showing to depart-| and $28,509,000 on socks and ank- 
m s e executives across e lets (il pairs each). 


country within the next few 

months. |e She spends $250,000,000 to $300,- 
By 1967, there'll] be 12,500,000 | 000,000 at good-grooming count- 

teen-age girls, and the rate of con- | ers. 

sumption is higher during the teen : 

years than at any other period of |}¢ 55% of teen-agers sew, cutting 

life, according te the survey. Ex- | 50,000,000 yards of fabric a year, 

plaining the teen-age girl as cus-| Stitching 17,300,000 garments. 


tomer, the survey points out: ° 96% own their own radios; in 


e During the 60-day back-to-|the next 12 months 19% will get 
school period, she spends $722,-|new ones. 85% of all “pop” rec- 
593,572 on apparel alone. In fact|ord purchases are made by teen- 
she accounts for over 20% of the | agers; nine out of ten buy records. 
total women’s fashions sold in the |55% own their own phonographs; 
country. }in the next 12 months 16% will get 


a 2 
Significant... because the U.S. Department of Vital Sta- 
tistics reveals that the bridal market will reach a total of 
1,660,000 marriages in 1959 . . . 1,927,000 in 1964... 

2,279,000 in 1970. Concurrently there is a consistent trend toward equal numbers 

of weddings in each month, which means more monthly purchases by this Must- 

Buy market. Based on an average expenditure of $3,388 the present five billion 

dollar market will swell to 7% billion by 1970. 


To meet the immediate and insistent demands of this growing market . . . 


. 
. Se ike 
re @ 


will he published 
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MODERN BRIDE /G6 TIMES A YEAR MEANS... 


MOOERN 


1 More informative, up-to-date editorial 
2 Increased activity at the retail level 


3 A continuous parade of new readers with 
each issue 


4 The largest guaranteed net paid circulation 


S The lowest cost per thousand of any 
bridal publication 


ADVERTISERS: 


Here's what MB/6 means to 


you! In 1959, 750,000 


Modern Bride readers will spend: 
Average MB 

Classification expenditure Total MB market 
Household furnishings $1,040.69 $397,365,106 - 
Tableware and Kitchenware 682.17 301,128,008 
Apparel 570.47 427,852,500 
Travel and Accommodations 379.41 274,597,987 
Linens and Domestics 144.24 93,467,520 
Major Appliances 509.75 152,925,000 
Small Appliances 97.23 67,890,848 


representing a constantly renewing, year ‘round Must-Buy 
Market. Now, with MB/6 you can tell and sell this big rich 
market the products and services needed and wanted at 


precisely the Must-Buy period.. for the lowest cost _per 
thousand of any bridal publication. Call your Modern Bride 
representative for details. 


MODERN BRIDE + ONE PARK AVENUE + NEW YORK 16, N.Y. * OREGON 9-7200 
434 S WABASH. CHICAGO 5. ILL. WA 2-491! © 215 WEST 7TH ST. LOS ANGELES 14, CAL. MA 7-40863 


| 
| 


own tv sets. 


e 83% use typewriters, 17% ex- 
pect to get new ones within the 


their own stationery, writing five 
letters a month. They spend $24,- 
000,000 on greeting cards, buying 
33 single cards a year, plus two 
boxes of Christmas greetings. 
They own three and one-half pens 
each; four out of five of these pens 
were new in the past year; they 
buy an average of one and one- 
half new pens a year—pens cost- 
ing $8,443,000. 


e 53% take new luggage to col- 
lege; 28% buy it themselves, 
24.5% get it as gifts. (48% ask 
for it, with 77% of these receiv- 
ing the brand and/or style re- 
quested.) 


e 78% own cameras; 11% plan 
to get new ones within the year. 


e Three out of five give an av- 
erage of four and one-half large 
parties a year, spending an aver- 
age of $14.50 per party on food 
alone. 


e 40% are already collecting for 
their future homes. 1,589,500 own 
flatware; 1,011,500 own glassware; 
884,000 own earthenware; 773,000 
own china; 1,547,000 own table- 
cloths. 

The urge to collect comes 
mainly in the middle teens. The 
median age at which girls begin 
to collect ranges from 15.4 years 
for blankets to 16.8 years for ster- 
ling silver. + 


Masland Inserts Booklet 

C. H. Masland & Sons, Carlisle, 
Pa., manufacturer, has scheduled 
a color spread with a detachable 
16-page booklet insert in the Sep- 
tember issue of Better Homes & 
Gardens Home Furnishings An- 
nual. The 4” x 6” booklet features 
the 12 color schemes voted most 
popular in Masland’s recent “Color 
Round-Up” consumer event. The 
|right-hand page of the spread an- 
jnounces Masland’s new Hex-A- 
|Moth factory-applied process 
which it says protects wool carpets 
j}from moths and carpet beetles. 
| Anderson & Cairns, New York, is 
the agency. 


|Goebel Forms Outdoor Rep 

| Charles V. Goebel has organized 
| Outdoor Representatives Co., with 
headquarters at 527 Lexington 
Ave., New York. The new company 
will serve as a sales representative 
for outdoor advertising companies, 
operating 24-sheet and junior pan- 


throughout the U.S. Mr. Goebel 
previously had been associated 
with Outdoor Advertising Inc. 
since its inception in 1931. 


next year. Three out of four buy | 


el posting and painted displays | 


new ones. Almost 7% own their | 
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starts right here 


THE ELECTRONIC AGE COMES TO JACKSON 
AS CITY GANK FORGES sHean 
WITH Ti€ BEGINNING OF THE 


*AUTOMATION AGE 


i Banninah fant 
twokiag 


ewermer mers 


ye 
city bank and trust co. 


tb ee eee 


SPACE AGE—City Bank & Trust Co., Jackson, Mich., bows to the 

space age with this spread in the Citizen Patriot celebrating the 

installation of automated bookkeeping equipment. LesStrang Asso- 
ciates Advertising, Ann Arbor, is the agency. 


Kuttner Names Gould, Gleiss 
Gould, Gleiss & Benn, Chicago, 
market research and consulting 
organization, has been retained by 
Kuttner & Kuttner Inc., Chicago 
agency. By using the services of 
the research organization, the 
agency expects to be able to pro- 
vide its clients with “a more in- 
tensified program of product, 
market, advertising and sales re- 
search.” Foy N. Conway, -client 
service manager of Gould, Gleiss 
& Benn, will serve as account liai- 
son between the two organizations. 


‘Traffic World’ Boosts Rates 
Traffic World, Washington, will 
increase its advertising rates, ef- 
fective Nov. 1, from $490 to $590 
for a b&w page, one time. The 


52-time rate will go from $330 ee 


$395. Mechanical and color charges 
and classified ad rates also will 
be increased. 


‘Mademoiselle’ Names Two 

E. T. Younglove has been pro- 
moted to western manager of 
Mademoiselle, and Raymond J. 
Berry has been added to the mag- 
azine’s sales staff. Mr. Berry pre- 
viously was with Everywoman’s 
Magazine. 


Norge Uses ‘LH]J,’ ‘SEP’ 

Ladies’ Home Journal and The 
Saturday Evening Post are on the 
fall campaign magazine list of 
Borg-Warner Corp.’s Norge divi- 
sion (AA, Aug. 18). These maga- 
zines were omitted from the mag- 
azine listing in that story. 


service 
SAFE DEPENDABLE 


LONG DISTANCE MOVING 


for your 


© Courteous, dependable drivers 
® Expert, careful handling 

® “On time” deliveries 
© Efficient Traffic Control System 


GET YOUR SHARE OF 
THESE BOOMING 
SALES— 


Advertise where Sioux City 
and Siouxland sales begin, 
on the pages of Sioux 
City's daily newspapers. 


_ JOURNAL-TRIBUNE 


/ 
u/s 


The Sioux itu Sournal } 


LEADS THE NATION 


in Retail Sales Gain 
for Third Straight Month! 


In June, again in July and now again in August, 
Sales Management forecasts Sioux City as the 
nation's hottest selling spot. 22% above the na- 
tional average in sales gains over August '57. 
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Joseph P. Hardie, 
Sullivan, Stauffer 
VP, Is Dead at 57 


New York, Aug. 26—Joseph P. 
Hardie, 57, a vp and member of 
the executive committee of Sulli- 
van, Stauffer, Colwell & Bayles, 
died Aug. 24 of cancer at his home 
in Scarsdale, N. Y. 

Born here, Mr. Hardie served in 
the Army during World War I. He 
was graduated from Williams Col- 
lege in 1922. From 1922 to 1931 
he was associated with the Sim- 
mons Co. both in sales and adver- 
tising. In 1931 he became an ac- 
count executive with Pedlar & 
Ryan and left that agency in 1944 
to become vp in charge of sales for 
the Bristol-Myers Co. In 1951 he 
joined SSC&B as a vp and ac- 
count executive. He was appoint- 
ed to the agency’s executive com- 
mittee last month. 


OWEN DeWITT YOUNG 


CLEVELAND, Aug. 26—Owen De- 
Witt Young, 38, partner in Con- 
sulting Engineer Publishing Co. 
and Cleveland sales representative 
of Consulting Engineer, died Aug. 
15 of injuries sustained in a motor 
scooter accident Aug. 13. He was 
a resident of suburban Shaker 
Heights. 

He entered the publishing field 
in 1948 as Florida district manager 
of Maujer Publishing Co., then 
publisher of Industry & Power. 
Early in 1953 the company be- 
came Consulting Engineer Pub- 
lishing Co., with Mr. Young as 
partner, to publish Consulting En- 
gineer, the idea for which came 
from Mr. Young. He remained a 
partner and Cleveland sales office 
chief until his death. He was also 
a director of the tf Club of Cleve- 
land. 

As a lieutenant in the Navy air 
corps during World War II, Mr. 
Young flew from the carrier En- 
ie: prise, scored several records for 
combat kills and won the Navy 
Cross, Distinguished Flying Cross 
with gold star and the Air Medal 
with four clusters. 


WALTER FOX ALLEN 


MaAPLEwoop, N. J., Aug. 26— 
Walter Fox Allen, 82, former ad- | 
vertising and publicity director of | 
the Public Service Electric & Gas) 
Co., Newark, died Aug. 16 at) 
Orange Memorial Hospital. After 
graduation from Cornell Univer- | 
sity, Mr. Allen entered newspa- 
per work as a reporter in Buf- 
falo, and later joined the Trenton 
Times of which he became man- 
aging editor. He left in 1911 to 
engage in literary and theatrical 
work. In 1915 he returned to 
newspaper work on the Newark 
News and became city editor. In 
1922 he became advertising and 
publicity director of Public Serv- 
ice. He became a director of the 
company in 1942 and retired in 
1945. 

He was a bird enthusiast 
and contributed a monthly column 
on wild life to the Newark News 
for many years until his death. 
He was a member of the New 
Jersey Audubon Society and a 
member of the American Orni- 
thologist Union. 


DOUGLAS D. CONKWRIGHT 

MyrrTte Beac3, S. C., Aug. 26— 
Douglas D. Conkwright, 60, sales 
promotion manager of the Vick 
products division of Vick Chemi- 
cal Co., New York, died here Aug. 
18 after a short illness while on 
vacation. 

After attending the University 
of Illinois, Mr. Conkwright joined 
Vick Chemical Co. in Greensboro, 
N. C., in 1917. He was one of the 
company’s longest-service em- 
ployes. His entire career was 
spent in the company’s sales pro- 
motion department. 


Reinhold Promotes Roberts 
Larry Roberts, formerly Chicago 
district manager for the catalog 
division of Reinhold Publishing 
Corp., New York, has been ap- 
pointed Chicago district manager 
of Chemical & Engineering News, 
an American Chemical Society 
publication, under the advertising 
management of Reinhold. 


Colgate Markets Artic 
Colgate-Palmolive Co., New 
York, has introduced a new prod- 
uct for surgeons called Artic. It 
is a liquid surgical soap contain- 
ing hexachlorophene. Advertising, 
handled by Ted Bates & Co., is 
running in hospital publications. 


Peters Appoints New Agency 

Koehl, Landis & Landan has 
been appointed to handle adver- 
tising for Peters, Griffin, Wood- 
ward, New York. The radio-tv sta- 
tion representative’s previous 
agency was Doe-Anderson Adver- 
tising Agency. 
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Find Peoria, Illinois and 
you ve found the nucleus 
of a 13-county market 
with over half a million 


Pimiteoui says: mark your map 
for the market with a 
‘consumers . . . Over 
$1,128,500,000 in consumer 


BUY aN ION |. 


100,000-plus circulation of the Peoria Journal Star 


reaches this market for you . . . 


and blankets Metropolitan Peo- 
Peoria Journal Sta 


ria (1st in Illinois, except Chi- 
cago) with a circulation-to- 
homes ratio of 94.2%. 


affiliated with WTVH 
r Ward-Griffith Co., National Reps. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Advertising Age, September 1, 1958 


er and the agency parlayed recog-|than they were in the mid-1930s.” 
nition already established through| But there is evidence that the 
previous effective (as Creative|path that Barcardi is pioneering 
Man allows) advertising—and the! will shortly become more the rule 
‘resulting sales—to bring a new than the exception. Sales Manage- 
dimension of participation with | ment in March, 1957, probably pre- 


Creative Man Catches Criticism—and How— 
for His Comment on the Polaroid Ad 


To the Editor: I am a steadfast} win. The picture was an effective 
reader of your Creative Man’s Cor- stopper, the content should tickle 
ner, and at most times agree with the risables and, having enjoyed 
the anonymous writer. But his|the humor, there was no other 
comment (Aug. 11) on the Arnold|place for the eyes to go except 
Stang ad for Polaroid is, I am/drift down to the camera. (I’m 
afraid, so much extravagant to-do. | something of a bug on eye travel, 

I don’t believe the ad agency re-| since Dusenberry did that job for 


sponsible was trying to prove any us 'way back when I wrote for} 


of the points made. On the other | Mill Supplies.) So copy here would 
hand, the points the ad did try to|be superfluous; either the point 


make come off beautifully, name- 
ly: 

1. Everybody knows how much 
the Polaroid costs (so let’s drop 
the price out on this one). 

2. Everybody knows the “60 sec- 
ond story” (so let’s be bolder still 
and drop that one out this time, 
too). 

3. Everybody knows Arnold Stang 
is a comedian, and that he is hard- 
ly “sexually attractive” so we'll 
have him play it sardonic and the 


broad humor should come through | 


to one and all. 

4. Everybody will recognize that 
it is one of “the corniest of all ad- 
vertising situations”—but so is that 
ripe but evergreen: “They laughed 
when I sat down to play...” 
idea, but it still draws the coupons. 

The hardest decision must have 
been “copy or no copy.” But def- 
initely this was one for “art” to 


a. —_ ——— 


| would be made in art or the whole 
ad would be meaningless. 
Then, finally, the ad creators had 

|to decide where to place the ad— 

and here again Creative Man’s 
|Corner missed the obvious. Where 

the ads were to run helped deter- 
}mine the deftness of the content, 
and were the proof of the rightness 
of Items 1, 2, 3 and 4 above. Where 
did your man read the ad? I read 
mine in the New York Times Mag- 
| azine of a Sunday. 
It wasn’t too much to expect 
/most Times readers to be piqued 
by the ad; they had the sophistica- 
tion to know what was expected 
of them, and to cooperate. I did. 

When you come right down to it: 

|Is there anyone who doesn’t wish 
he owned a Polaroid? I’d buy one 
in a minute myself—if the wife 
would let me. Had her sold, too, ’til 
| she saw that Arnold Stang ad, and 


yur 


Cereorat© ‘ 


You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 
cation ... PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 
. + « just peel off the backing paper, apply and: 
squcegee. It's a fact proved over and over that 
far more signs go up . . . because you’ll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
» color halftones. 


the MEYERCORD 


Dept. Z-201—-5323 W. Lake Street, Chicago 44, Illinois 


eel 


We'll gladly send you samples and full information 
about Pressure Sensitive Decal Signs... write! 


co. 


I guess her subliminal got to work- 
| ing on those girls. 

Ah well, I’ve still got the old 
Brownie around somewhere. 

John Farley, 

Director, Marketing Services, 

Marshall-Farley Associates, 

New York. 

* 


To the Editor: I have read [The 
Creative Man’s]} column for sever- 
al years, with considerable interest 
and considerable distaste. The re- 
cent “pan” on a Polaroid ad is ab- 
solutely the last straw. His caustic 
comments indicate a remarkable 
lack of understanding for some of 
the basic precepts of selling. 

I remember several months ago a 
similar treatment of a King’s Men 
toiletries ad, in which he stated 
that advertisers should stop using 
models of “working class” people 
emerging from manholes, etc., in 
their attempts to sell cigarets, toi- 
letries, and any other product. 
Perhaps if he went down a few 
manholes, or out on a construction 
job or two, he’d appreciate the fact 
that the vast majority of consum- 
ers in this country do not reside 
on Madison Ave., Michigan Ave., 
or Wilshire. 

The current Polaroid ad, in my 
opinion, has universal appeal, and 
I have heard comments on it from 
people in almost every walk of life 
outside the advertising field. I per- 
sonally have this ad tacked up on 
the bulletin board of my office as a 
reminder. Now, when writing copy, 
I look at it and remind myself— 
if there’s a good story to tell, don’t 
louse it up by being too verbose. In 
spite of the C.M.’s cryptic ques- 
tions, this ad does tell the story 
better than the proverbial thou- 
sand words. 

Howard W. Scaman, 

Manager, Advertising and 

Sales Promotion, Dearborn 

Chemical Co., Chicago. 


To the Editor: When the urge to 
criticize lunges ahead of a sense of 
fun and willingness to appreciate, 
the result ‘is carping, not sound 
criticism. This is what I think of 
your Creative Man’s comment on 
the Polaroid ad (AA, Aug. 11). 

A relaxed reader, or looker, 


situation as part of the fun, not a 
social or physiological commentary. 
When I saw the ad in Life, I was 
first attracted by it without realiz- 
ing it was an ad, then intrigued and 
entertained as I took in the mes- 
sage. Only after this did I react as 
an advertising man. I was im- 


their clients and prospects into 
their advertising. 

I think a large portion of what I 
guess was a sizable audience for 
'this ad knew what was going on, 
‘including sixty-second pictures. 
| But consider only those among the 
|audience who had access to a Po- 
| laroid Land Camera; I’m sure Po- 
laroid would be satisfied if their 
interest in using the camera, and so 
| buying more film, was stimulated. 
Sure, the situation pictured is ab- 
surd, but, like a good political car- 
' toon, it makes its point, entertain- 
|ingly. You can have a lot of fun in 
|a group with a Polaroid. 


| Given this concept for an ad, 
| there is, of course, no place for a 
|price. But I’ll be darned if I see 
|why price should play a part in 
Polaroid advertising anyway... 
There’s no price appeal to the Po- 
|laroid proposition. You can buy a 
good camera for a lot less. But it’s 
one of those novel things that, if 
you really want it, you’ll come up 
with the dough. 

And so I say the Creative Man 
shouldn’t let himself get carried 
away on his own train of thought 
from the reasonable objectives of 
the advertiser. 

Lee Barrett, 

Advertising Manager, New 

England Mutual Life Insur- 

ance Co., Boston. 


The Day Will Come 

To the Editor: Murray Gelman, 
writing in your Aug. 11 Voice of 
the Advertiser column, made an 
interesting point of Barcardi rum’s 
scheduling of Negro and white 
models in both Ebony and Life 
magazines. 

I think there is some danger in 
generalizing the rationalizations of 
Negro consumers to campaigns in 
Ebony which differ from the ads in 
other media. Such an approach is 
not patronizing. Its strength is in 
recognizing the Negro as an im- 
portant consumer. Its effectiveness 
is increased through the association 
of familiar situations with which 
the Negro can identify. Emulation 


ates believability. 
But aside from academic argu- 
ments, the facts contradict 


tising sells them.” Despite all the 
“good” advertising of the pre- 
Ebony years that was placed on 
radio, tv and in print, the Harvard 
Business Review concluded after a 
study of Negro vs. white buying 
preferences, “... there is not much 
evidence that the consumption 
| patterns of Negroes and the rest of 


mailings. 


confidential 


: 435 N. LaSalle 


Chicago su 7-37 


Cut direct mail costs up to 659 


WAY COOPERATIVE MAILING 


Mailing non-competitive offers from differ- 
ent companies in the same envelope norm- 
ally produces at least two-thirds the results 
at about one-third the cost 


That’s why MAC clients—the country’s 
leading magazine publishers, mail order 
firms, book and record clubs, grocery — 

ct manufacturers, insurance companies— 
4 uested MAC to establish the COOPERA- 
TIVE MAILING CLEARING HOUSE. This 
service enables prestige na- 


MAIL ADVERTISING CORP 


ae 


of individual 


results 


and 1959 


2612 David Broderick Tower 
Detroit Woodward 3-7255 


| BROOKLYN 17. W. Y. 


of attainable success symbols cre- | 


egw cn! 


Y through ..- - 


CLEARING HOUSE 


i l and regional advertisers to 
ong Selective Cooperative Mailings at 


substantial savings. 
Contact your nearest MAC office for com- 


plete information on: 


([] How MAC Cooperative Mailing will 
increase your direct mail profits 
(J Case histories on cooperative mailing 


(L] MAC Cooperative Mailings for this Fall 


ORATION OF AMERICA 


‘dicted the coming trend: “No 
|doubt all Negroes feel a sense of 
| pride and recognition that they are 
featured in national product and 
service advertising. The day will 
come when Negroes, simply as in- 
teresting people, will be featured 
in advertising placed in all media. 
Not because they are Negroes, but 
because they make the best sub- 
|jects for advertising for the occa- 
| sion,” 


William P. Grayson, 
Vice-President, Johnson Pub- 
lishing Co., New York. 

o - . 


One for the Record 

| To the Editor: Oh Boy...Do I 
|have a beaut for your “Ads we 
}can do without” column. More im- 
portant than doing without the ad, 
is eliminating from the advertising 
profession the freelancer or ama- 


NO, you're right! Your Genarat Tire Denier 
ever oe Lertme bie thee Betas Amd 


Ton of your dollers never went farther... or hest you seter! 
Kings County General Tires, Inc. 


472 Atlantic Ave. ot Nevins S#. MAin 5-005) 


teur (son-in-law, etc.) who cre- 
ated this “hucksterish” advertise- 
ment. May I also mention the low 
standards of the New York Mirror 
which accepted this ad. 

Use your microscope on the $10 
| come-on. 


Edwin Lewis, 
Production Department, Paris 
& Peart, New York. 


It doesn’t show in the reproduc- 
tion, but there’s a DOWN in the zero 
lof the $10 at top of ad. 

} . © « 
Ferguson Associates Is 

|\TCF of Canada’s Agency 

| To the Editor: Re: TCF of Can- 
ada Ltd. We were very pleased to 
see on Page 3 of your Aug. 4 issue 
a brief writeup on our client’s pro- 


Mr. | 
|Gelman’s contention, “good adver- | 
would surely accept the “corny” | 


pressed with the way the advertis- | the population are any closer today motion which was designed to as- 


partici- 


527 Madison 


New York 51 aza 5-6541 
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sist the bakery industry of Canada. | this evidence that this contest was | tower and divide those who prac- | 


Unfortunately, it would appear | not rigged for the greater good of |tice pure public relations (what- 
that you had not been advised that | all members, since this agency was | ever that is) from press agentry? 
W. M. Nehring Advertising of | the only one to “walk off with a|And what pr man, no matter how 
Montreal no longer handles this! half-dozen awards under its arm.” | sedate, wouldn't consider marching 
account. George Ferguson Associ- | Please enlist me as a charter|an army of half-nude models down 
ates was appointed the TCF agen-|member in your crusade to increase | Michigan Ave. if he thought that 
cy in 1957, and planned and exe- | 


51 


ment is used; one that is either |—and a sound business practice— 
incorrect for the occasion, dated | to make this searching inquiry into 
or merely in poor taste. When an | the qualifications of the firm com- 
important detail of an advertise-| mitting them to the expenditure. 
ment is out of keeping with the) M. G. Snyder, 
rest, the effect is spoiled. Advertising Manager, Mobay 
One of our clients, Lord West,; Chemical Co., Pittsburgh. 
the leading quality brand of men’s | . . - 


cuted all work on this bread pro- | 
motion in conjunction with P. H.| 
Moonan, advertising manager of | 
TCF of Canada Ltd. 
Peter Manning, 
Account Executive, George 
Ferguson Associates, Montreal. 


AA Is Being 
‘Duped and Stampeded’ 


And Every Man Had a Mother 
To the Editor: Having had noth- | 


| 
| 
| 
| 
| 


To THE Eprror: THIS IS TO DE-| 
NOUNCE YOUR EDITORIAL OF AUG. 18} 
ON DRUG ADVERTISERS. YOU ARE BEING | 


DUPED AND STAMPEDED BY THE COR- 


RUPT, SELF-SEEKING AND DECEITFUL | 


AMERICAN DENTAL ASSN. AND THEIR 


PROFESSIONAL COHORTS IN THE Foop | 


AND DRUG ADMINISTRATION WHO ARE 
ALSO MEMBERS OF THIS GROUP. THE 
FLUORIDES ARE EFFECTIVE DETER- 


RENTS AGAINST DENTAL CARIES IN| 


THE GREAT MASS OF OUR CITIZENRY 
AND YOU AS PUBLISHERS HAVE NO 
RIGHT TO ALLOW THESE PROFESSION- 
ALS, RACKETEERS AND PRESSURE 
GROUPS TO HOODWINK THE BLATNIK 
COMMITTEE, THE FEDERAL TRADE 
COMMISSION OR THE PUBLIC. THIS IS 
ALSO A SCHEME TO DESTROY THE 


SMALLER DRUG COMPANIES BY SUB- | 


JECTING THEM TO RUINOUS CLINICAL 
PROOF EXPENDITURES ON EACH AND | 
EVERY SIMPLE PRODUCT THEY INTRO- | 
DUCE. THIS IS THE TIME TO FIGHT FOR 
US AND NOT FOR OUR CUNNING ENE- 
MIES. PLEASE MAKE EVERY EFFORT 
TO ALERT THE BLATNIK COMMITTEE, 


THE FTC AND EACH AND EVERY MEM- | 


BER OF CONGRESS TO DEFEAT THIS 
DUPLICITY OF THE RACKETEERING 
AMERICAN DENTAL ASSN., GIVING 
THE ABOVE REASONS WHY. WE NEED 


lau importance of awards by re-| was the method needed to solve a 


ducing their number. Good luck. 
Robert LaRue, 
Vice-President, Holden, Chap- 
in, LaRue Inc., Detroit. 


ing at all to do with this, I nomi- 


Every Aleotraxz 


mean in 


Wes ONCE G POV ce 


- 


| nate it for one of the all-time, all- 
time headings. 
Robert S. Nyburg, 
Nyburg Advertising, Baltimore. 


Miami APRA’‘s Proposed Bill 


Brings Rebuft from PR Man 


To the Editor: The Miami chap- 
ter of the American Public Rela- 


YOUR GREAT LOYALTY NOW; THIS IS tions Assn. has prepared a bill for 


OUR HOUR OF NEED. 
A Reader. 


Awards in Arts Field 
Get Further Comment 


| introduction in the state legislature | 


which calls for a certificate, to be 


| issued by the state, before allowing 


| 


a public relations man to practice 
his trade. 
If the ARPA succeeds in estab- 


|lishing a precedent in Florida it} 


To the Editor: The topic in this! wil) not only affect everyone in the 


letter will hold more 


interest | public relations business but could | 


|particular problem? 

| The next thing you know we 

will be asking for subsidies to fi- 

|nance the accounts we didn’t take. 
Charles Heath, 


formals, is prepared to make their Reasonable Offers Rejected 
tuxedos available for modeling! To the Editor: I thought you 
without cost and without credit) might be interested in knowing 
line, in the interest of better na-| 
tional print advertising. 


Vice-President, The Bishop Irene Brooks, 
Co., Chicago. | Fashion Coordinator, David J. Be 
. e e | Mendelsohn Advertising Agen- COMMERCIAL GROUNDS 
| 2258'« 20 


Let's Be Correct! cy, New York. 


BP AWY REASONABLE OFFER WILL BE REJECTED 


| To the Editor: In recent months " ° bd LI. 8-291 
we have noticed a great number How About the Tab? ; 
|of advertisements for a wide vari- To the Editor: Re Mr. Roll’s 


'ety of products which have includ- | 
ed, as part of their illustrations, 
| photographs or drawings of men 
| wearing formal wear. 

These advertisements are usual- 
ly designed to create an aura of 
| fashion, quality or prestige around 
'the product. Yet, it is surprising 


about-face questionnaire analysis, 
published in the Feature Section 
of the Aug. 11 issue, the main 
point he failed to make in his in- 
teresting analogy is that it is the|that in some spots (Elkins Park, 
advertiser who foots the bill. If|Pa., to be exact), things are look- 
agencies had to pick up the tab for | ing up. 

advertising, then I think they 
would consider it —? proper | 


<<, 


* ~ 7 


Blanche N. Dreyfus, 
Melrose Park, vite nsist 


among artists and art directors | ajso seep into advertising and other 
than your average reader of AD- industries whose job it is to com-| 
VERTISING AGE. |municate with the general public. 


In the recent Type Directors | 


Club exhibition, what happened to 
the rule governing “predominant- 
ly typographic design” as the en- 
trance requirement? Many pieces 
—even award “winners’—-were 
predominantly not. 

And speaking of those awards, 
out of 50 units accepted for this 


exhibition, 19 awards went to sev- 


en of the nine judges’ own entries! | 
Rackets have no ethics, but this | 
really tops them all. I’m not even 


sure it’s surprising, and vote it in- | e9mmendable action a trade associ- | 


ternal advertising we can do with- | 
out. 
Walter Sasse, 
Advertising Design, Brooklyn, 
| ee # 


Agrees: Increase Importance 
with Fewer Awards 

To the Editor: It was recently 
called to my attention that an ed- 
itorial appeared in your publica- 
tion June 23 headlined, “Too Many 
Awards.” The editorial went on to 
criticize those agency networks 
which rig the contest “so that every 
agency member walked off with 
some half-dozen, or maybe a doz- 
en, under his arm. 


In essence, it could affect the en- 
tire structure of our laws which 
grant freedom of speech and press. 

The reason for this stand on the 


part of the association is so pr| 
“profes- | 


practitioners can boast 
sional” status, which, it claims, 
will help stamp out any misuse of 
the term “public relations.” 

There is nothing wrong with any 
organization attempting to up- 


grade the status-and prestige of its | 


|industry. In fact that is the most 


ation can possibly take for its 


|'members. But that is an internal 


No doubt this does occur, but we | 


choose to send you the enclosed re- | 
lease and photograph anyway. 
There were approximately two 
dozen first prizes in the First Ad- 
vertising Agency Group competi- 
tion. This agency took six of them. 
There was only one grand prize, 
the Lee F. Donnelley Award. We 
took that one. This grand prize has 
been offered for only three years. 
We have won it two of the three 


| gana 


| “professional” standards anyway? | 
years. I think you must agree with | Who is going to sit in an ivory 


affair and should not be regulated 
by outside agencies. 

Other trade groups have shown 
maturity and police their own in- 
dustry solely through their own 
trade organizations and have no 
desire to seek protection from the 
district attorney’s office. 

If an association made up of pub- 


lic relations people, that is, a group | 


of people whose job it is to mold 


public opinion, cannot promote its | 


own association, cannot humiliate 


incompetents, cannot surround it- | 


self in an aura of ethical practices, 
and cannot create the opinion that 
pr is now on a professional level, 


then there is no such thing as pub- | 


lic relations. 


If the APRA wants to conduct | 


“tests of qualification” within its 
own organization and then only 
accept membership from those peo- 
ple who have proved themselves 
qualified, it would seem that that 
is perfectly all right. 

And finally: 
tioner thinks he can live up to 


What pr practi-| 


Just ask your 


MOLONEY, REGAN & SCHMITT 


Representative 
for the facts 
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PHOTO 

REVIEW 

OF THE 
WEEK 


Romano P. Uliman 


INSPECTORS—Roy C. Ingersoll (center) and Champ 
Carry (left), chairmen of Borg-Warner Corp. and 
Pullman-Standard Car Mfg. Co., respectively, and 


4 
~ 


ne ee 


Garfield 
HUDDLE CONFERENCE—Leo Van Munching, president of the New York 
liquor import company of that name, conferred with Sydney Gar- 
field, president of Peck Advertising Inc., and Edward Ramm, Van 
Munching’s ad manager, at Idlewild Airport before Mr. Van Munch- 
ing’s departure for Holland, where he will be cited for furthering 
U. S.-Netherlands trade, at the dedication of Heineken’s new brew- 

ery at Hertogenbosch. 


Van Munching Ramm 


; 
. + 
ae | 


Live AD—Victor Harrell, president of Ethiopian Airlines, and pert 

Pat Steppe, stewardess of TWA International, pose with a friend at 

send-off of the third new Douglas DC-6B delivered to Ethiopian 

Airlines. The plane inscription is “Lion of Judah,” the title given to 
Emperor Haile Selassie. 


Liddell 
PARTY—Hosts at the Ullman Organization’s clambake for publishers 
and suppliers held at Pete Ullman’s home in Villanova, Pa., are Pete 
Ullman, president; Mack Nevergole, vp; Dave Ullman, secretary- 


Samuel Banowit (right), president of National Prop- 
erties Inc., view an ingenious rocket exhibit in the 
new Borg-Warner Bldg. in Chicago. 


Ambrose Eyre Moody 


Dodge 


buretors. 


Hoke 


Beard 

WORKERS—Set to judge direct mail campaign entries 
in the Direct Mail Advertising Assn.’s 28th annual 
competition are Colin Campbell, exec vp, Campbell- 
Ewald Co., Detroit, chairman of the board of judges; 
Henry Hoke Jr., publisher, the Reporter of Direct 
Mail Advertising; Leonard Bach, general promotion 


Root 


Lukin Shilling 
POPULAR—National Distillers & Chemical Corp. re- 
ports it has received 1,500 requests for its Frederic 
Remington-inspired illustrations in Sunny Brook 
ads, although no offer of reproductions has been 
made, since the campaign started about a year ago. 


DODGE FAN— 
Judy Bamber, 
ABC tv program 
performer, 
displays a new 
engine 
with dual four- 
barrel car- 


ib 


Dingee Nevergole D. Uliman 


treasurer; Bill Dunn, general manager; Bob Eyre, copy chief; Matt 
Romano, production; Tom Liddell, art; Ed Ambrose, copywriter; Ed 
Moody, publicity, and John Dingee, account executive. 


Campbell Rockwell Kirby Fox 
manager, Philadelphia Inquirer; William K. Beard, 
president, Associated Business Publications; Dwight 
Rockwell, Mead Papers Inc., New York; F. P. Kirby, 
Foster Advertising Ltd., Toronto; Robert Fox, exec 
vp, St. John Assoc., New York. Awards will be made 
at DMAA’s convention in St. Louis Sept. 10-12. 


Here Alynn Shilling, vp and ad director, holds a 
reproduction of “The Scout.” With him are Philip 
Lukin, vp, Lawrence Fertig & Co., Sunny Brook 
agency, and H. Belden Joseph, vp, Outdoor Advertis- 
ing Inc. 
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Coast Potato Growers 
Re-Sign Garroway, 
Dailies for Drive 


Yakima, WasH., Aug. 27— 
Washington potato growers, who 
used Dave Garroway’s NBC-TV 
show in the Midwest and South- 
east last year for their first ad- 
vertising promotion, have ordered 
a repeat this year and have added 
newspapers in the Southeast and 
Washington state. The advertis- 
ing program handled by the 
Washington State Potato Com- 
mission will extend into Novem- 
ber, using Garroway on a weekly 
basis. 

The newspaper schedule for 
August and September uses dai- 
lies in Charleston, Columbia, and 
Greenville, S.C., and Savannah, 
Ga., and Jacksonville, Miami, St. 
Petersburg and Tampa, Florida; 
also the following Washington cit- 
ies from August into November: 
Bellingham, Bremerton, Everett, 
Longview, Port Angeles, Seattle, 
and Tacoma. 


® The Washington potato crop is 
large this year—in excess of 20,- 
000 carloads. Because of this, 
Percy A. Kelly, commission chair- 
man said, “we feel that our ob- 
ligation to our growers was to go 
all out in advertising and mer- 
chandising.” 

Trade papers, point of purchase 
display material, food page pub- 
licity, and dealer-service men 
round out the promotion. How. J. 
Ryan & Son, Seattle, is the 
agency. + 


Mrs. Grass Giving Twins Away 

September promotion plans for 
Mrs. Grass’ noodle soups, manu- 
factured by I. J. Grass Noodle Co., 
Chicago, call for a coupon offer, 
backed by newspaper ads. The 
company’s twin pack of Chicken-y 
Rich and vegetable noodle soups 
will have a special wrapper, ex- 
changeable for a free coupon for 
another twin pack. 


Don Kemper Names Tweed 

Charles Tweed, formerly art di- 
rector of James Lovick & Co., 
Edmonton, Alta., and a layout art- 
ist for Feldkamp-Malloy, Chicago, 
has joined Don Kemper Co., as 
art director of the agency’s Chi- 
cago office. 


Whitehall Names Mathes 
Whitehall Laboratories division 
of American Home _ Products 
Corp., New York, has appointed 
J. M. Mathes Inc., New York, to 
handle advertising for a new, un- 
identified proprietary product. 


Jenks Named Ad VP 

James M. Jenks, formerly as- 
sistant sales manager of Alexan- 
der Hamilton Institute, New York, 
has been promoted to vp in charge 
of sales and advertising, a new 
position. 


LOOK INTO 


NEW JERSEYS 
FABULOUS 


a 


OW! 
125,634 


Dairy Queen Wins lowa Case 


An Iowa state court has ruled | 


that the name “Dairy Creme” 
used for soft-frozen dairy products 
is an infringement upon the 
“Dairy Queen” national franchise 
operation, and has ordered John 
Watt and Harold Simonsen Jr. of 
Humboldt to drop the Dairy 
Creme name and alter the phys- 
ical appearance of their establish- 
ment so that it does not resemble 
a Dairy Queen store. The defend- 
ants were Dairy Queen operators 
until March, 1956, after which 
they voluntarily relinquished 
their franchise and opened up the 
Dairy Creme store. 


Open Milwaukee PR Company 

Four Milwaukee newspaper and 
public relations veterans have or- 
ganized a public relations com- 
pany, Werner-Shinners-Bina- 
Haeuser, with offices at 741 N. 
Milwaukee St. The partners are 
Ralph Werner, James Shinners, 
Joseph R. Bina Jr. and Fred 
Haeuser. 
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35 
) can happen at MMA 
Imagine 1,652 ladies each bearing a dozen 
home made cookies and her favorite recipe as 
“admission” when KMA Homemakers invited 
listeners to a tea party. Many came from a great 
distance—overflowing the town’s biggest build- 
ing. Like the Boston Tea Party, this one made 
history too—as the world’s greatest “juggling” 
act. Cookie recipe, anyone? 
Or if you'd rather reach KMA’s responsive 
audience, ask any Petry man for facts! 


THE HEART BEAT OF THE CORN COUNTRY 


(KM) A) SHENANDOAH, IOWA 


$000 WATTS. #60 KC ABN Cnaness 


APPLIATEO wile 


Represented by 
fOwato Petey & CO. ne 


Advertising 


leaves less money 


Progressive managements realize they must 
make effective use of all the channels of communi- 
cating with markets — salesmen, publication ad- 
vertising, direct mail, trade shows, catalogs, films — 
if enough products are to be sold to insure full-scale 
employment and full use of production facilities. 

Advertising has been proven to be the lowest- 
cost way of making up people’s minds. It reaches 


for profits 


J. H. Jewell refutes this one... 


Mr. J. H. Jewell, vice president in charge of marketing, Westinghouse 
Electric Company, says: “‘ Well-planned industrial advertising is a cause — 
never just a result—of sales and profits. In today’s economy the quality of com- 
munications in selling is as important as the quality of production equipment.” 


more people, more often, with carefully-controlled 
messages. 

When salesmen call on people who have been pre- 
conditioned by advertising, their task is easier, their 
own efforts more effective. 

That is why more and better industrial advertis- 
ing leads to a greater share of market preference — 
and greater profits. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
271 MADISON AVENUE, NEW YORK 16, NEW YORK 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with 
local chapters in ALBANY, BALTIMORE, Boston, BurraLo, Cxicaco, CLEVELAND, CoLUMBUS, Da.ias-Fort 
Wortn, Denver, Detroit, Hamitton, Ont., HarTFoRD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, 
Mrnneapouis-Sr. Paut, MonTrrEAL, Que., Newark, New York, PHILADELPHIA, PiTTsBURGH, PORTLAND, 
Rocuester, Rocxrorp, Sr. Louis, San Francisco, Toronto, Ont., TULSA, YOUNGSTOWN, 
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But Rules 
Are Made 
To Be Broken! 


by 
Bert Ferguson 


Exec. Vice-President, 


WDIA 


Webster's dictionary defines power | 


as the “possession of sway or con- 
trolling influence over others.” This 
capsule definition describes perfect- 
ly the medium that dominates your 
sales contact with the Negroes in the 
Memphis market area—Radio Sta- 
tion WDIA! 


WDIA, only 50,000 watt station in 
the area, was the first radio station 
in the region to program exclusively 
to Negroes. Its all-Negro staff com- 
bines powerful personal appeal with 
high-powered salesmanship. The 
Negro listener responds with undi- 
vided listenership and staunch loy- 
alty—he first listens to WDIA, then 
buys! 


BIG BUYING MARKET! 


And what a market WDIA covers! 
WDIA reaches 1,237,686 Negroes. 
That’s almost 10% of the Negro 
population of the entire country— 
the largest market of its kind in the 
world! And WDIA literally delivers 
it to you as a unit! 

Negroes—who comprise 40% of the 
Memphis market—have a_ higher 
comparable income than Negroes in 
any other area in the country! In a 
recent 129-city survey, Memphis 
ranked first in ratio of total Negro 
to total white income. The Memphis 
Negro earns $28.79 for every $100 of 
white income. Quite a contrast with 
$7.89 of Negro income for every $100 
of white income in Chicago . . . $8.72 
for every $100 in Philadelphia. 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 


sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 
more rating points than the 
next-ranking station! 
Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 © 
Sta. F 101.3 
Sta. G 74.1 


Last year Negroes in WDIA’s big 
listening-buying audience earned | 
$616,294,100, and spent 80% of this 
income on consumer goods. 

WDIA’s National 
include: 

B. C. HEADACHE REMEDY ... 

WONDER BREAD .. . FORD 

MOTOR COMPANY... 

WRIGLEY’S SPEARMINT ... 

PROCTER & GAMBLE .. . DEL 

MONTE JUICES .. . TAYSTEE 

BREAD 

We'd like to tell you about proof 
of performance in your own line. 
Drop us a line today. Let us show 
you how WDIA can be a high pow- | 
ered selling force for you . . . in this | 
big buying market! 4 

WDIA is represented nationally by 
John E. Pearson Company. 


Advertisers 


EGMONT SONDERLING, Pr >sident 
HAROLD WALKER, Vice-President, Sales 


Personal Income 


Rose 5% in U.S. in 


‘57: Commerce Dept. 


WASHINGTON, Aug. 26—The De- 


j|partment of Commerce reported 


last week that personal income in- 
creases had averaged 5% in the 
U.S. in 1957, with broadly similar 
increases reported in most sec- 
tions of the country. 

The best percentage gains were 
registered in the Plains, South- 
west and Mountain states where 
increases averaged 7% largely be- 
;cause of improved farm income. 
The Southeast states had a 6% 
gain, while New England, the 
Mideast and Southeast were up 
5%. The Great Lakes states 
lagged with a 4% gain, largely 


| because of a below-average show- 
| ing in manufacturing. 


Per capita income in the de- 


}partment’s annual study amount- 


ed to an average of $2,027 for the 
country as a whole. Incomes av- 
eraged more than $2,500 per per- 
son in Connecticut, Delaware, New 
York, California, New Jersey and 
the District of Columbia. 


® As a hint of the changes that 
can be anticipated when 1958 per 
capita income is computed a year 
from now, the department’s re- 
port pointed out that manufactur- 
ing employment, which accounted 
for 29% of all civilian income in 
1957 has been down 9% for the 
nation as a whole during the first 
five months of 1958. The hardest 
hit area, it noted, has been the 
Great Lakes states, where manu- 
facturing in 1957 was 39% of per- 
sonal income. The states suffered 
a 14% drop in factory employ- 
ment in the first five months of 
1958. Also hard hit have been 
New England and the Mideast, 
where manufacturing formerly 
provided 37% and 32%, respec- 
tively, and where 9% declines in 
factory employment have oc- 
curred in early 1958. + 


Independent Television Corp. 
Names New Executives 
Independent Television Corp., 
New York, new tv film distributor, 
has added seven executives to its 
sales and administrative organiza- 
tion. Walter Kingsley, president, 
previously was national sales man- 
ager of syndicated sales for Ziv 


| Television Programs. 


Two other former Ziv-TV em- 
ployes have been added to the 
syndicated sales division. They are 
William P. DuBois, general sales 
manager, and William Andrews, 
western division sales manager. 
Mr. Andrews and John Serrao, ac- 
count executive, will headquarter 


In ‘57 Personal Income Rose 5%, to $345 Billion 


Advertising Age, September 1, 1958 


-Haverhill’s, 


Source: U. S. Department of Commerce 
Total Personal Income Per Capita Personal Income 
% of ‘57 
(000,000) % % National 
1956 1957 change 1956 1957 change Average 
Continental United States $327,947 $345,272 5 $1,961 $2,027 3 ©6100 
New England .............. 21,581 22,687 5 2,215 2,298 4 113 
TI lensvcependticsintisinadbinnienes 1,526 1,568 3 1,641 1,663 1 82 
le’ dimnetascocedysoubtieios 1,007 1,065 6 1,785 1,862 4 92 
WU iccicalticaterincrccnstiieth 603 626 4 1,625 1,665 2 82 
SI: isesiaiicacacmiadliaah 10,764 11,361 6 2,236 2,335 4 115 
= ea ao 1,692 1,715 1 2,000 1,990 0 98 
MNS /inintinaabaks otwidadeise 5,989 6,352 6 2697 2,821 5 WW 
SID» ndenciakerkescccnntsovbe 83,485 87,901 5 2,297 2,394 4 118 
RAS ON °. 38,876 40,954 5 2,456 2,578 Ss W@W 
DIGWEED -catitbientealoanaieicties 13,273 14,089 6 2,408 2,504 4 124 
PA” sctttichabrsvsclinece sus 22,170 23,327 5 2,027 2,112 4 104 
es sete vntsscstees 1,189 1,200 1 2,844 2,740 —4 135 
pM Nate 5,948 6,242 5 2,105 2,156 2 106 
fe a a 2,029 2,089 S e286 - O56 <3 ae 
Geet GON &..ix....... 74,646 77,559 4 2,173 2,214 2 109 
Sd eithssssadiedscyaconteess 16,361 16,706 2 2,158 2,141 —1 106 
ae eee eae 19,814 20,748 5 2,184 2,255 3 WW 
tied laemainaidanen 8,768 9,110 4 1977 2,010 2 99 
is ccadetbdinlanctibiediensisthet 22,611 23,579 4 2,385 2,447 3. ww 
MES. Gide teh etelg ie sasesesase 7,092 7,416 5 1,872 1,920 3 95 
SO ae 25,983 27,913 7 1,724 1,823 6 90 
BS Meettebeetivisesccenneesa 5,760 6,145 7 1,767 1,850 5 91 
gre nccennnees 4,519 5,056 12 1,641 1,806 10 89 
SINE Pa tivsditesiascuihaseioucilss 7,996 8,256 3 61,905 1,940 2 96 
ES 903 924 2 407 1,435 2 71 
By, St pd ceteveseiinsnion 906 1075 19 1,307 1,531 17 76 
ESSE eo 2,289 2640 15 1,605 1,818 13 90 
RSE en 3,610 3,817 6 iow Wwe 4 88 
ee ae 50,510 53,088 5 308 147 3 70 
a 6,061 6,302 4 1636 1,660 1 6? 
BE) I hacieeeovcthasesd 2,860 3,071 7 456 1556 7 77 
SEPT EE ae 4,014 4,172 4 330 1,372 2 68 
ph Ue 4,607 4,791 4 1,347 1,383 3 68 
ak ee een 5,872 5,924 1 1,333 1317 —1 65 
OY ee 2,694 2,796 4 1,157 1,180 2 58 
RES a 5,237 5,407 3. 1412 ~~ «1,431 1 71 
I: Siacsssastinsatidingicecass 6,820 7,522 0 .755 1,896 5 91 
SNE. sdeteipabiakesdsvieidoines 3,914 4,171 7 1,254 1,324 6 65 
+i diadumecebnbaaverecese 2,076 2,093 1 964 958 —1 47 
SP ae 4,377 4804 10 1,454 1,566 8 77 
eae See 1,978 2,035 3 9 1,381 2 57 
| Be ae eee 21,932 23,438 7 1,676 1,752 5 86 
Okla. 3,532 3,687 4 VS7s 149 3 80 
Tex. 15,326 16,364 7 Ww Ve 4 88 
N. Mex 1,245 1,399 12 1,535 16866 10 83 
Ariz. 1,829 1,988 9 1,684 1,750 4 86 
Rocky Mountain ........... 7,222 7,731 7 1,785 1,865 4 92 
RE A a 1,222 1,263 3. «1,871 1,896 1 94 
SINS See ne 1,010 1,043 3 1,616 1,630 1 80 
NING Sapcvcosstnenstuess obits 609 644 6 1,927 2,038 6 101 
SI icopucinevntistresetesicns 3,045 3,339 10 1,870 1,996 7 98 
NS ca triabaisvecsalbenisiniose 1,336 1,442 8 1619 1,694 5 84 
fk) eee 42,588 44,955 6 2,348 2,407 | ee by 
MS Bedetbintes <epsonsctisese 5,476 5,792 6 2,047 2,128 4 105 
BG Sabb nteathcastheadisensse 3,352 3,385 1 1,934 1,914 —1 94 
ire Mi icstsninbanshieve 603 647 7 2385 2,423 3. «6120 
BE ac bicwescsehiveebesteeie 33,157 35,131 6 2,461 2,523 3 124 
Ee 1,024 1,098 7 1,787 ~—s‘1,821 2 90 
| 
in Beverly Hills. Mr. Serrao was|sales department. Len Warrager 
formerly with Peters, Griffin &| has been assigned to the New York 
Woodward. Kirk Torney, previous-| City sales division; John Ettelson 
ly with Associated Artists Produc-|to the middle Atlantic division 
tions, has been named station} with headquarters probably in 
group division sales manager.|Philadelphia; Prem Kapur will 
Three former employes of NBC-/| cover the St. Louis territory. 
TV Film Sales have joined the 
39% of Ad Budgets on 
| Rise, Survey Shows 
| Ad budgets during the second 
| half of 1958 will be boosted by 39% 
|of 200 manufacturers surveyed re- 
|cently by Kirby, Block & Co., New 
| York, resident buying office. The 


FIRST 


Beis he ! 


Represented 
Shannon & Associates, Inc. 
Cleveland, Detroit, Atlanta, San 


| manufacturers queried were in the 

|soft goods, apparel, luggage, toys, 
jlamps, gifts, and notions fields. 
| Only 6% of the respondents said 
they planned to cut their budgets. 
55% said their budgets would re- 
main about the same. 

Most of the increased expendi- 
tures will be allotted to co-op 
newspaper space, followed by | 
point of sale, trade publications | 
jand fashion magazines. Of the in- 
|dustries queried, toys and notions 
led in plans for increased budgets. 


Los Angeles Club Elects 4 


The Los Angeles Advertising 
Production Men’s Club has elect- 
|ed Pat Kater, Batten, Barton, Dur- 
stine & Osborn, president. Other 
|new officers are Clark Campaiola, 
|Calkins & Holden, vp; Leo Sulli- 
|van, Stromberger, La Vene, Mc- 
| Kenzie, treasurer, and Pete Stacey, 
Neal Advertising Associates, sec- | 
pevcodily 


Goss Opens Communication 
Center, Names Staff 

The Goss Co., a division of 
Miehle-Goss-Dexter Inc., Chica- 
go, designer and manufacturer of 
printing presses, has created a 
communications center to coordi- 
nate company functions in the 
areas of advertising, technical lit- 
erature, publicity and employe 
publications. 

Otis Beeman, formerly of Young 
& Rubicam and a communications 
consultant, will direct the center. 
Stanley J. Walicki, with Goss 25 
years, most recently as art direc- 
tor, has been named advertising 
manager. 


Airequipt Sets Fall Drive 

Airequipt Mfg. Co., New Ro- 
chelle, N. Y., will use advertising 
in Esquire, Holiday, Life, National 
Geographic Magazine and major 
photographic fan magazines and 
business papers in a fall cam- 
paign. Wexton Co., New York, is 
the agency. 


ee 99 
4 is Complex 


And hard to appease. 
He searches his dial 
For something to please! 


Every market is just as complex 
as the individuals within it. To 
penetrate complex markets, you 
must first penetrate the complex 
minds within them. It takes a flex- 
ible medium like radio, pro- 
grammed with the individual in 
mind to do the job effectively and 
economically. 


In Greater Los Angeles, it takes 
KHJ Radio. For 36 years, KHJ 
has featured FOREGROUND 
SOUND... 
sion, commentary, quiz, dramatic 


news, sports, discus- 


and variety programs ...designed 
to appeal to the complex minds 
in America’s Second Market. 


Never underestimate the variety 
of tastes that make up the Los 
Angeles market. Here is a medium 
programmed to satisfy them all. 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 
Represented nationally by 
H-R Representatives, Inc. 
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Ad Spending hy 
Leading 100 Up 
6.5% in Ist Half 


(Continued from Page 1) 
jumped was Hunt Foods & Indus- 
tries, which climbed from 59th to 
19th ($2,203,408 to $6,282,009). 
Also up were P. Lorillard Co. 
from 45th to 2l1st ($2,891,927 
to $5,652,332); Warner-Lambert 
Pharmaceutical Corp., up from 
43rd to 26th ($2,954,240 to $4,- 
863,997); and Radio Corp. of 
America, up from 61st to 31st ($2,- 
142,756 to $4,106,926). 


® 17 new advertisers joined the 
list of the top 100. Singer Mfg. 
Co. joined the list in the 69th po- 
sition, with a total expenditure of 
$1,741,175, American Chicle joins 
in 70th position with $1,737,388. 

Others joining the list were Max 
Factor & Co.; Seven-Up Co.; Pan 
American World Airways; Libby, 
MeNeill & Libby; Socony Mobil 
Oil Co.; Cluett, Peabody & Co.; 
American Can Co.; T ‘as Co.; 
Beech-Nut Life Savers Inc.; John 
H. Breck Inc.; Doubleday & Co.; 
American Gas Assn.; Columbia 
Broadcasting System; Minnesota 
Mining & Mfg. Co., and Chem- 
strand Corp. 

Those disappearing from the 
first-half list are Whirlpool Corp., 
Wesson Oil & Snowdrift Co.; H. 
J. Heinz Co.; Reynolds Metals Co.; 
Lehn & Fink Products Corp.; An- 
drew Jergens Co.; Time Inc.; 
American Dairy Assn.; American 
Cyanamid; Norwich Pharmacal 
Co., Champion Spark Plug Co.; 


Gulf Oil Corp.; Purex Corp.; Borg- |* 


Warner; Union Carbide & Car- 
bon; Shell Oil Co., and Shick Inc.# 


Agency Heads to 
Lecture on Creative 
Advertising Writing 

Cuicaco, Aug. 28—A creative 
advertising course to be restricted 
to those already actively engaged 
in planning, creating and/or pro- 
ducing advertising, has been an- 
nounced by the University College, 
University of Chicago. 

The course, “Creative Advertis- 
ing—Basic Philosophies and Tech- 
niques,” will be held Monday 
evenings for 11 weeks starting 
Oct. 6, from 6 to 8:30 p.m., and 
will feature lectures and informal 
discussions by outstanding adver- 
tising authorities. 


s S. R. Bernstein, editorial direc- 
tor of ADVERTISING AGE, will be 
the instructor and coordinator of 
the course. Individual lectures, 
followed by informal discussion, 
will be given by agency men Ken- 
neth W. Slifer, N. W. Ayer & Son, 
Philadelphia: Richard C. Chris- 
tian, Marsteller, Gebhart, Rickard 
& Reed, Chicago; Earle Ludgin, 
Earle Ludgin & Co., Chicago; Walt- 
er Weir, Donahue & Coe, New 
York; Leo Burnett, Leo Burnett 
Co., Chicago; Ray Mithun, Camp- 
bell-Mithun Inc., 
Fairfax N. Cone, Foote, Cone & 
Belding, Chicago. 

Other lecturers include Dr. Ern- 
est A. Dichter, Institute for Moti- 
vational Research, Croton-on- 
Hudson, N.Y.; Alfred Politz, Alfred 
Politz Organization, New York; Dr. 
Steuart Henderson Britt, profes- 
sor, Northwestern University and 
editor, Journal of Marketing. 


® Classes will meet in the univer- 
sity’s new downtown quarters at 
64 E. Lake St. Fee for the course 
is $75. Further information and 
application blanks may be secured 
from Ben Rothblatt, University of 
Chicago Downtown Center, 64 E. 
Lake St., Chicago 1, Ill. + 


Minneapolis; 
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Expenditures of Top 100 Advertisers 
First Six Months, 1958 


COMPANY <a Lj a A 
General Farm Total Sections Television 
B, PURINE GUNG 5 oo sce cssesccesceusensbnte ee $30,002,020 $4,422,813 $15,650 438,463 571,776 
2. General Motors Corp. .........scscscccceseeueueee 27,111,208 | 12,721,945 731,732 3453.67 ison? arise t2 
3. General Foods COMP. 1... seceeecccceccceeeensences 16,682,633 2,490,095 86,283 2,576,378 3,602,406 10,503,849 
4. Colgute-Palmolive Co. .............cceeeeeeeeenes .| 16,148,986 | 1,974,831 60,791 | 2,035,622 | 3,793,243 | 10,320,121 
OB PION oa cessicactsescessicccdontameal + 13,753,561 6,028,153 778,414 | 6,806,567 228,995 | 6,717,999 
IEG Fs sncsnnkdhasossiubivis ae »- 13,504,765 | 3,327,968 248,463 | 3,576,431 351,265 | 9,577,069 
RE osc dieceikssssisersavenestee 12,797,639 | 1,518,876 61,505 | 1,580,381 928,995 | 10,288,263 
SET vasccathtasssecscnassssinedte:-. 12,410,247 | 2,810,458 46,030 | 2,856,488 961,830 | 8,591,929 
9. American Home Products Corp. ..........s00ce00ee0: 11,504,882 2,207,774 139,784 2,347,558 352,706 8,804,618 
10. R. J. Reynolds Tobacco Co. ......... ove baeanunan ... | 10,599,578 2,347,764 107,483 2,455,247 .| 382,980 7,761,351 
11. American Tobacco RE err eS ae 10,408,790 3,483,427 94,194 3,577,621 987,745 5,843,424 
= a _ ee eee rer oe ae by hye 4,202,320 116,403 4,318,723 622,985 4,436,251 
LT ak oe.0 0.9 Ghai bin ADEA R ROSE AD °° 385, oo! Serer 317,0 
4 General Electric ie sve dowkescateicseanisaee « « 8,142,999 4,900,259 171,398 5071687 399,670 ner 
G * poets: Canes 50 633,97 1,051,475 33,378 1,084,853 507,357 041, 
i poem wh ss — Pe ey a ee 7,418,142 Be: Bo ueasbcen 3,112,855 941,875 Senate 
. Cam Ee ear er: > ae 7,026,899 990,7 5 
t‘muaansée .<.. 6,804,878 454.825 borage 1454425 pet ce $350,083 
19. Hunt Foods & Industries, Inc. .............0.ceee0-- 6,282,009 | 2040,194 | ........ 2,040,194 4,241,815 nee 
SINUS 233250 sccacbercucateedeseeaees -- 6,238,963 1,152,453 37,796 1,190,249 642,055 4,406,659 
ot, MARRS eer eS ee 5,652,332 - i eee 372,863 1,161,660 4,117,809 
22. Pharmaceuticals, Inc. c.... cc cceccvcccens <a eae ee <a 5,579,156 a 124,859 480,700 4,973,597 
OS reir eee rre. ce ee 5,257,582 ah a ES 2,166,002 40,640 3,050,940 
24. Brown & Williamson Tobacco Corp. ...........+00005> 5,046,344 855,233 13,310 868,543 331,046 3,846,755 
25. American Telephone & Telegraph Co. ............5+5: 4,959,373 3,798,800 171,038 3,969,838 25,174 964,361 
26. Warner-Lambert Pharmaceutical Corp. ...........++++ 4,863,997 1,536,508 29,805 1,566,313 1,128,054 2,169,630 
27. Distillers Corp.-Seagrams, Lid. ...........00eeeeeeees 4,609,987 4,006,493 420 4,006,913 47,963 555,111 
28. Revion, ee be neeneteeeeeeeseeeeeceeeeeeees 4,607,299 ie Re 869,274 278,785 3,459,240 
29. Westinghouse Electric Corp. ..........ecseeeeeeeeees 4,412,073 1,480,828 69,475 1,550,303 410,845 2,450,925 
30. E. I. Du Pont de Nemours & Co., Inc. .........eeeeeeee 4,318,442 3,015,275 68,598 3,083,873 235,080 999,489 
St, BE GOD, OF RD occ rccccccccccvesecccnbe se 4,106,926 915,740 22,900 ae, 3,168,286 
sf OS Rr. ee 4,074,304 Se eee eee 775,968 1,120,730 2,177,606 
Be PI ONE, . cncncaceessesceecsoaen eeee+| 4,019,828 1,234,940 114,034 1,348,974 84,471 2,586,383 
Be TG cascuvccscdiecseedéescseneu ulin +e 4,011,325 1,261,854 23,100 1,284,954 243,495 2,482,876 
4 — ee write ch waa aan ree ae 3,836,729 2,111,705 74,814 2,186,519 327,781 1,322,429 
3 4 Fay eer er ae 3,692,237 1,526,126 78,162 | 1,604,288 56,28 731,664 
=~ rong SUID x6 9:35:00 cab 0ds eRe TED + 3,657,240 2,654,382 249,375 2,903,757 , . » ; ‘ aly 
y 2 kee Habe os 3,634,988 LE «. aenveses 1,160,96 96,074 77,954 
Uk: By Ge NE IN a 5 ccévdses ccacecceaune ----| 3,199,840 on in ee ee 394127 os 00 ppt m3 
40: Chesebrough-Pond’s, Inc. ..........-...+0+ veeeees- | 2,905,823 a aggeat 904.618 421,822 1,579,383 
41. Kimberly-Clork Corp. .......... veceetodal wees | 2,817,741 GR, Gipeeagane: 740,911 544,135 1,532,695 
IES SG nccees. os cecsendessiwOekWebees +e 2,811,480 895,996 91,194 987,190 473,770 1,350,520 
43. Corn Products Refining Co. .......2...---005 ee 2,779,160 553,121 9,353 562,474 589,450 1,627,236 
no oe ce el OeR RENE © 2,712,109 Se 250,735 238,370 2,223,004 
45. Prudentiol Insurance Co. of Americo .......-.....--. 2,711,399 56,290 9,600 65,890 670,140 1,975,369 
Qh. Geliend Marine Core. oo ciicicecccccccsccccccsseo- 2,623,596 2,130,784 22,571 | ae 470,241 
of ee ee eo 2,499,896 641,675 6,455 648,130 3,203 1,848,563 
48. Helene Curtis Industries, Inc. ........--e+ceeeeee cee: 2,461,667 a pa Sa Ce 486,802 ~ 112,160 1,862,705 
ot Davide ste \avarns wee .ee | 2,431,559 i eee 688,860 191,495 1,551,204 
50. Sperry — SO pec eaheisenre soe nen ee e-ee-| 2,202,347 508,522 ioe 685,877 PARA’ Tae 1,516,470 
SS Ae Serre rs ee 2,199,771 751,222 68,6 oe eee 1,379,885 
RD SE ee eer ee 2,149,483 494,250 26,472 520,722 29,209 1,599,552 
ee ere en ies + | Steere — 18,928 755,972 96,420 1,292,487 
SA, TIRE BenCUt GOS os oo ccacceseccs er ee ee 2,141,923 PB . cuaeew es 281,648 585,850 1,274,425 
55. National Distillers & Chemical Corp. De ee) 2,080,255 tS ee ee 2,069,841 10,414 M 2 
56. Joseph Schlitz Brewing Co. ............ ee ee 2,018,041 = ear 312,363 194,160 1,511,520 
oy i Pa 2,003,992 80,500 223,880 304,380 80,283 1,619,329 
58. Hiram-Walker Gooderhum & Worts, itd. .............. 1,982,540 We age Seid see's TORO 1 cdpaeece \eenaseeee 
EE £24 G0 bh Cenk db 005s 05 00082e ska RETR 1,971,719 Lo 2. 2 a ae ts) at eee ee 
Oe eee cia nas cee ener Cee +s 1,960,520 823,891 42,450 866,341 3,340 1,090,839 
Oe IO inh a> ons ss unvcapnedeoeueeee « 1,941,720 612,195 33,800 645,995 666,225 629,500 
eo. Us rer or, oe 1,926,492 aor 69,519 1,057,994 4,692 863,806 
ca eo re cid: ouhe ba kae.on SakeeeY * 9 1,865,919 lr ee 759,379 Bt” a a a 
i IN ied 8 5 Siva cincc cc dev cerns sapadaeele oc 1,810,331 |, a eer 934,636 4,300 871,395 
Oe, ORR coc ceecveospisesbtbnee oo Cee 'h scconsee 4b cceeekeeaelt ee. coat) VE cee 1,807,932 
66. Sylvania Electric Products, Inc... 0.0... 60. e cece e eee 1,803,862 Pees. 2 nsrnkens 506,582 22,040 1,275,240 
OS SEE ee en ee 1,802,450 957,518 54,405 ot a eres 790,527 
en A a ees eres | oe 1,753,150 1,337,210 31,765 co ae eee 384,175 
69. Singer Manufacturing Co. ............cee ee eeeeeees 1,741,175 297,210 | weeeeees 297,210 117,920 1,326,045 
eS OE err ae ee) a 1,737,388 | weeeeess | neeeeeee | teeneree | seeeeees 1,737,388 
i See Ser een: . oe 1,689,722 640,577 30,600 671,177 1,018,545 | +... 
72. Aluminum Co. of America ...........-.005- es A .| 1,689,576 810,018 21,735 831,753 127,170 780,653 
8 SEE ee ee ee 1,667,429 W100 | ww eeeees 13,100 | ........ 1,654,329 
74. California Packing Corp. ..............:eeeeeeceees 1,661,156 1,294,196 9,700 1,303,896 357,260 | -..-.... 
ee nr: in, «5,5 a'sinlatsn® Valens « 1,648,438 443,282 | ........ 443,282 305,670 899,486 
EE a er eee ae 1,642,792 103,246 | ........ 103,246 147,390 1,392,156 
en aca vcd ci cs waceens coaSEEED » > 1,591,116 851,909 44,850 896,759 | ........ 694,357 
a eee: ae 1,590,770 454,696 tenes 454,696 21,741 1,114,333 
79. Pan American World Airways, Inc. ..........0- 0206: 1,548,994 827,874 | ......4. 827,874 55,420 665,700 
80. Libby McNeill & Libby ......... aa aa 1,538,748 469,590 | ........ 469,590 153,880 where 
81. New York Life Insurance Co. ............. 00s aeee id 1,423,944 855,869 129,510 985,379 438,565 [| -+eeeses 
82. Socony Mobil Oil Co., Inc. ....... 0.6. c cece cece ee ees 1,418,511 i anus rams onsane ie 
Oe ee os eae rte ptr ee 1,404,029 56, , ; . " 
84. American ll SE err re. ee 1,378,959 a lt re 712,749 666,210 | .---++++- 
 & ESS eee ee ne yer priya pane eae ae oo ‘si, pa 
2 Sa oe 1,359,694 444 ' 
87. Cluett, Peabody & Co., Inc. ...........5- eeree: Se 1,355,394 oS ere 1,351,094 4300 | screenees 
88. Schenley Industries, Inc. .........0...000e eevee . | 1,345,300 1,345,300 | ........ ) - ae teseees 
BR No), cos cccescccbeds snsciussguee .. | 1,817,084 ., a eae ag aa Rea 1,226,922 
I I cus ep etnckhveeei eRe. > 1,284,092 961,216 122,255 1,083,471 | wees e eee 200,42) 
ON EIS O55, pis paw ceec chock edtees + 1,270,436 All eee oe ritogsned 
PC eT UT eee ee eT ee 1,262,931 839,498 136,520 976,018 58,053 ’ 
i 1,252,839 gg PAA 488,780 99,270 664,789 
93. Beech-Mut Life Savers, Inc. .........cccccrcccsosers 252, 
“eo erase er eee 1,243,316 619,107 | .....s. 619,107 46,640 ideal 
i Mo hive cess viebetaiiiiae +« 1,236,915 id Sia 388,951 847,964 |... 
alle al 33,997 MIMS |... M505 | ........ 790,572 
Oh Pe I. os 5s ones cen snceseeayeeeees 1,233, F 
i 1,166,787 392,261 392,341 784,602 hi eee e 
97. International Harvester Co. ........--- 2c cece eee 
. : 1,162,430 P. 2 1,075,179 87,251 | vereeses 
98. Columbia Broadcasting System, Inc. ............+0e+s 104, ' 527.771 8.799 607,960 
99. Minnesota Mining & Manufacturing Co. .............. 1,144,530 520,617 7,154 9587 90.687 774,477 
ee Te rrrrryerirrccrr ti. tre 1,127,751 262,587 | .....++. 262, ’ : 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces 
two lines for box number. Closing dead 


epaste por Sass upper & Townes ens SO 


line. Add 


Copy in written form in office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); 


Classified Departments, Inc., 4041 


Los 


Mariton Ave., 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 


preceding publication date. 


days 
Display classified takes card rate of $17, 75 per column 


inch, and card discounts. size and frequency apply. 


oy eRe 3 


6 MONTHS ENDING JUNE 30, 1958 


AVERAGE PAID CIRCULATION FOR 


41,961 — 


HELP WANTED 


HELP WANTED 

AGENCY RESEARCH HEAD 
Fast growing Southeastern agency needs | 
down to earth man to head new depart- 
ment. Provide sound media _ research | 
facts to media department. Basic re- 
search for client and prospect plans. Also | 
supervise outside sources on consumer 
research. Proift sharing and other bene- 
fits. If you're an assistant who's ready to | 
step up or an experienced top man look- 
ing for more latitude, write, including 
salary and other pertinent information, | 
to: 


President 

Henderson Advertising Agency, Inc. 

P. O. Box 1700 

Greenville, South Carolina 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 

Publishers Employment 
469 E. Ohie St., Chicago, Su 7-2255 


LAYOUT ARTIST 
Experienced artist with proven ability 
to lay out sales brochures and promotion 
materials wanted for art department of 
large electronics corporation’s advertis- 
ing staff. Some preference will be given 
midwestern applicants. Send samples, re- 
sume and letter to Jack Miller, Art Di- 
rector, Collins, Radio Company, Cedar 
Rapids, lowa. 

WIDE OPEN OPPORTUNITY 
For representative with AE experience, 
preferably industrials, to open accounts 
for new fast growing electronic business 
list firm. Salary & commission. Write 
fully to: 
Box 1764, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 
CREATIVE SALESMEN 
Strong on merchandising 
To sell sales promotion and sales training 


services for creative merchandising 
group. Top art, copy, POP and film 
talent on staff to help you sell. Send 


brief summary. Replies confidential. 
Box 1762, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Chicage advertising agency has job as 
assistant to media director for aggressive 
young man with experience in time and 
space buying. Opportunity to succeed 
present media director. Salary open. 
Write, giving full details your experience. } 
Box 1705, ADVERTISING AGE | 
Chicago 11, Illinois 


200 E. Illinois St., 


Editors Relations 
Copywriter: - Advg. Managers 
Artists ......Media ...... Production ......Service 
“All is grist, which comes te our mill’ 


Andover 3-4424, 105 W. Adams 8t., Chgo 3% 
PUBLICITY-ADVERTISING 
National midwest manufacturer of resi- 
dential, commercial and industrial air 
conditioning has opening for man 30-38 to 
head publicity unit of combined advertis- 
ing-publicity department. Well-rounded 
experience should include editing, semi- 
technical writing, feature writing, | 
speeches; press contact work; promotions 


for local and national shows and meet- 
ings. Advertising background will be | 
useful. Send resume with salary informa- | 


tion in first letter. | 
Box 1778, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Account Executive to join Sales 
Department of national TV and 
Radio Representatives. Agency 
experience preferred. Send resu- 
me. Box 222, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
11, Mlinois. 


Our 47th Year 

LAST CHANCE! Mktg. VP, 
agency. All-around, especially 
package goods 

ART DIR., agency. Pkg. and 
other consumer goods. Exper. 
important accounts 

FASHION COORDINATOR, 
agency. Adv. exper. with 
fashions. Must know trends, 
are lg Y. contacts. Fashion 


$40-50M 


to $9M+ 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


ACCOUNT EXECUTIVE 
FOR PUERTO RICO 

International agency seeks experienced 
account man with some knowledge 
spanish to live in San Juan. Write fully, 
mention salary requirements. 

P. O. Box 8676, F. Juncos Station, 
Santurce, Puerte Rico 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 7-1991 Chicago 
ASSISTANT 
ADVERTISING MANAGER 
Midwestern Drug Manufacturer will need 
man in late twenties or early thirties 
experienced with packaged food or drug 
products. Unusual opportunity for right 
person. Please write fully giving com- 
plete resume and | mee business 

experience. Salary o 

Box 1779, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


VERSATILE ARTIST 

Growing agency in city of 65,000 needs 
one-man art dept. $6000 start. 

M. Paulsen Advertising, Sioux Falis, 8.D. 

CIRCULATION MANAGERS (2) 

One at $18,000 a year. Experienced in 
Direct Mail, Newsstand and Fulfillment. 
The other strong in selling subscriptions 
by mail. Salary $9,000 a year. Consider re- 
location. Rush resume to John Reardon at: 
PUBLISHERS EMPLOYMENT AGENCY 
469 E. Ohio St., Chicage ll, Ill. Sup 7-2255 


MEDIA 
ASSISTANT 
Prefer man experienced with all media, 
but we are willing to train man with 
high potential. Good opportunity in 50- 
year old, expanding agency. Our em- 
ployees know of this ad. Send resume to: 
Box 1780, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER 
Small agency requires copywriter well 
experienced in men’s clothing, soft 


goods, etc. Must be responsible, resource- 
ful, imaginative, with agency background. 
Good opportunity for young man (28-35). 
Send complete details, salary require- 
ments in first letter. 
Box 1781, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TOP NOTCH WRITER 
FOR VIRGINIA AGENCY 
Successful agency with offices in Chicago 
and Louisville seeks an experienced pro 
for its new Richmond office. Print, 
collateral, sales promotion and merchan- 
dising experience desirable. Must be a 
versatile copywriter able to handle a 
steady volume of work. Some client 
contact also necessary. Agency experi- 
ence a must. This is an extraordinary 
opportunity with a fast growing, alert 
organization. Send resume outlining ex- 
perience and salary requirements. All 
applications confidential. 
Box 1782, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


COMPANY HEADS 


Seasoned advertising and pro- 
motion executive, now operating 
own agency in Miami, prefers to 
become associated with substan- 
tial agency to handle accounts 
or to join corporation as adver- 
tising and sales promotion man- 
ager. Strong background, hard 
worker, will relocate. Good in- 
come necessary but incentive 
and challenge more important. 
Box 224, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


| ANYWHERE in world, but Lebanon. 


POSITIONS WANTED 


Advertising Age, September 1, 1958 


REPRESENTATIVES WANTED 


COPY WRITER—MANAGER We make celer postcards or catalog 
10 years copy, layout, pub. exper. in sheets from your Kedacelor or type “C” 
indus., utility, elect. and auto. fields. prints. Samples available. Representatives 
Factual and palatable copy. Heavy on wanted. Skokie Colorgraph, Merton 
ideas. Call Ro 4-0244. Chicago Greve, lll. OR. 4-7400 
thy. 7 wtih ed . — REPRESENTATIVES AVAILABLE 
your tranquilizers for an ali- = = 
‘round ad and publicity gal. Have had WELL ESTABLISHED a 
15 years’ experience as a.e., copy writer, | N-¥-C. wishes to represent trade pub. or 
publicity, promotion, ad sales, assist. | Sports athletic or sports equip. to 
production. Want an all-absorbing JOD | tacts, college, mature thinker, send re- 


that will keep me hopping and happy all | 
day ‘and into the night, if necessary!) 
Prefer Beverly Hills or West L. A. area. 
Box 27 R 102, ADVERTISING AGE | 
4041 Marlton Ave., Los Angeles 8, Cal. | 


cent issue. 
Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


I'M YOUR MAN - CAN PROVE IT! | 
Expr. agcy. man. 5 yrs. ad mer. retail 
chain. 5 yrs. top SW agcy. Employed. 
Proven ability. Aggressive. Strong on lay- 
out, copy, prod., sales. Married. Re-locate 


Box 1783, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

AD MGR $1,000,000 nati food line budget. 
Strong on administrative, creative, 
mdsing. Salary open. Opportunity & 
growth foremost. 

Box 1784, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Creative, versatile man with publishing, 
TV background seeks L. A. agency affili- 
ation. Phone NOrmandy 3-8620 or write 
Box 27 R 103, ADVERTISING AGE 

4041 Marlton Ave., Los Angeles 8, Cal. 

ACCOUNT EXECUTIVE AVAILABLE 
Ten years agency experience. Now with 
top N. Y. agency. Strong experience in| 
Merchandising, Marketing and Print 
Knowledge of hard and soft goods. Will | 
consider Agency or Adv. Mgr. position. | 
Age 35. | 

Box 1785, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
RESPONSIBLE YOUNG MAN 
12 YEARS IN TV 
Five with top natl. agency as producer, 
editor, show supervisor, TV account exec. 
Wants permanent position with sound 
agency. Careful with details, congenial 
with clients. Solid background with many 
major accounts. Los Angeles only. Good 
working knowledge of facilities and 
methods. Top references. 
Box 27 J 371, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Cal. 
COPYWRITER 

Nine years solid creative industrial and 
Print, radio & TV. 


ARTIST - wide gen. exp., 
furn. offc., tel., from agency or other 
having some art work. Has own accts., 


will do your layout, art, prod, free lance. | 


Exc. prop. for rt. party, in good location. 
Box 1792, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISERS 
THERE ARE MANY INDIAN TECH- 
NICAL MAGAZINES, i.e. “Commerce” 
a fast effective media reaching all 
businessmen in India. “Indian Builder”, 
“Pharmaceutist”, “Asian Jeweller”, 
“Eastern Metals Review”, 
Electrical Contractor and Trader”, 
dian Export Trade Journal”, “Indian 
Farm Mechanisation”, “Journal of the 
Institute of Engineers”, “Motor Trans- 
port’’. Book space via: 
Publishing & Distributing Co., Ltd., 
Mitre House, 177, regent Street, 
London, W.1I. 


wants to rent) 


|\Y&R Appoints Four 

Young & Rubicam has named 
John F. Aldinger, director of me- 
chanical production in the New 
York office, and William P. Reil- 
lly, head of the merchandising de- 
partment in San Francisco, vps. 
Y&R also has named Thorn Kuhl, 
|associate public relations director 
in the Detroit office since 1957, 
|public relations director in De- 
| troit. Gene Martel, film producer 
formerly in Y&R’s New York of- 
| fice, has been transferred to the 
agency’s San Francisco office, 
where he has charge of tv com- 
mercial film production. 


The Midwest's 
outstanding placement 
service for Adv.* Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


ADVERTISING ART AND 
PHOTOGRAPHY SALES HEAD 
Established studio. Participating basis. 
Would sell substantial interest to right 
man based on average. annual net last 3 
years. Successful selling record these 
lines required—Chicago. Box 225, Adver- 
tising Age, 200 E. Illinois St., Chicago 

11, Hlinois. 


INDUSTRIAL FILM 
SALES MANAGER 
now employed handling ‘“‘blue chip’’ ac- 
counts wants change. Heavy creative 
writing, direction. 


Box 227, ADVERTISING AGE 


Consumes experience 200 E. Illinois St., Chicago 11, IIlinois 
Box 1786, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING ANYONE? 
Can an agency VP find his way back to| COPYWRITER 


private industry in advertising and | 
sales promotion? } 
Is successful experience in foods, 
automotive products, insurance, _ etc., 


of value to an advertiser? 


Does willingness to take lower salary | 
and relocate for solid, longterm oppor- | 
tunity interest you? | 


LET’S TALK TO THIS MAN! 
Box 1787, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE WRITER & PUBLIC RELA- 
TIONS AN Age 32, promotionally | 
minded, open for Los Angeles position in 
advertising/editorial field. Extensive 
background - script - production - public 
relations. 16mm and 35 mm films. Michael 
F. Doane, 123 N. Clark Dr., L. A. 48 
ACCT. EXEC.—ADV. MANAGER 
7 years with top 4A agency; AE foods, 
appliances, photo equip. Know market- 
ing, research, merchandising, media. | 
Resume. Will relocate. MS. Married. 32. 
Box 1788, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FUNDRAISING SPECIALIST 
Ten years exp. Advtg & Prom background 
Strongest in sports & entertainment 
Box 1789, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TOP FARM MARKETER AVAILABLE 


12 yrs. exp. big league nat’l. accts. in| 
farm field. Campaigns plans, mdsg. Now 
agency acct. exec. Looking for solid 


mfgr. or substantial agency. Top refer- 
ences. Details on request. 
Box 1790, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Publisher's assistant who rates editorial 
content One. Seasoned in advertising/cir- 
culation promotion: alive to production, 
design. Journalism graduate; 32; $12,000. 
7207, 4631 Madison Sreet, Kansas City 12 


MEMO TO A PUBLISHER 


Who wants a young man (34) with 8 yrs. 
of proven successful competitive sales, 
on the top trade books in the field—plus 
a management and mechanical engineer- 
ing background. Would prefer to become 
associated with a publisher who offers an 
opportunity to become a part of manage- 
ment. Box 226, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


broadcasting field . 


representative firm ... and who 


his age between 28 and 50, and he 
salary. 


Beltsville, Maryland 


CAREER OPPORTUNITY FOR 
TELEVISION RESEARCH ACCOUNT EXECUTIVE WITH A 
FAST GROWING, AGGRESSIVE RESEARCH COMPANY 


We are looking for a man who has had some experience in the 
.. in either a station, network, agency, or sales 


agency uses of TV audience measurement. 

After training, his objective will be to help station and agency 
clients make more effective use of our television research services. 
He should be able to work effectively with all levels of people, be 
noted for his good judgement, and be eager to accept responsibility; 


This position will locate in headquarters or branch office and in- 
volves a reasonable amount of travel in Eastern states. A real oppor- 
tunity for the right man. If interested, please write and sell your- 
self. Include minimum salary requirements. 


Address: Roger Cooper, American Research Bureau, Inc., 


has a working knowledge of the 


must be able to start at a modest 


Artist-Art Director (Top Flight) 
Modern Creative Layouts, Top Finish 
Art. Knows Production, Direction, Type. 
Over 15 Yrs. exp. Will relocate. Sal. 
$8,500 

Box 1791, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PUBLICATION, BOOK 
and CATALOG PRINTING 


We have excellent facilities for producing 
saddle-stitched publications up to 9” x 12” and 
up to approximately 80 pages, in quantities of 
about 5,000 to 20,000, one color or more. Good 
mailing facilities. We are an old established firm 
with 35 years of publication, book and catalog 
printing experience, located 275 miles west of 
Chicago. Overnight mail and freight service. 
Good workmanship at fair prices. Why not 
investigate? Box 298, Waverly, Iowa. 


ADVERTISING ACCOUNT EXECUTIVE 
Need well qualified man with previous 
agency experience as account execu- 
tive, preferably in industrials. Between 
30-40. Must be able to demonstrate 
strong creative leadership. This is an 
above average opportunity with a fast 
growing St. Louis agency. Please sub- 
mit résumé outlining experience. Our 
men know of this ad. Box 211, ADVER- 
TISING AGE, 200 E. Ilinois Street, 
Chicago 11, Illinois. 


Medium-size 4A hard goods/industrial 
agency offers real opportunity, good sal- 
ary, unusual “‘extras’’ to young man with 
talent, drive and some experience. Send 
résumé and earnings experience. Copy 
staff knows about this ad. 

Box 228, Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 


ASS'T. ADV. MGR. $10,500 
Well-known Midwest manufacturer of 
proprietaries and pharmaceuticals seeks 
man with compatible product history. 
Should have drug and chain grocery store 
distribution knowledge. Must be familiar 
with all media, with emphasis on radio- 
T/V. Excellent future. Age to 35. If quali- 
fied, a me in ePvikes 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. Chicago » WA 2-4800 


ADVERTISING MANAGER 
Seeks Good Company 
Can develop and follow-through on ad- 
vertising and sales promotion programs. 
Cooperate with agency and management. 
Knows production, printing, layout, 
budgets, dept. management, etc. Agency, 
Newspaper, Industry experience. Age 37, 
M.A. degree, marri Wants permanent 
223, Advertising Age, 200 E. 


home. Box 
Illinois St., Chicago 11, Illinois. 


Assistant Advertising Manager 
Large Hard Goods Manufacturer 


Can you anticipate work that 
needs doing and do it without 
—— or detailed instructions? 
ou can be the strong right 
hand for a busy advertising man- 
ager of a nationally known com- 
pany. e 25-33—college gradu- 
ate, Sane ughly eapable both in 
writing and production. Salary— 
$8,000 to $10,000 area. Please pro- 
vide full information quickly. 


Cliff Knoble 


DRAKE PERSONNEL, INC. 
220 S. State St. ¢ Chicago « HA 7-8600 


Want News? 
Information ? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 


Service is PROMPT . . . THOROUGH. 


? 
Est. 1888 


165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 
1456 N. Crescent Hela Bivd., Los Angeles 46 
i cceeeaieemeneeantil i eelaeeestenmmenenenntall 


Phone Oldfield 6-0304 


one reading room. Staff of 250. Our | 


/ PRESS CLIPPING BUREAU, 


PROOFREADING 
is a job for professionals 
Why risk mistakes in your next promo- 
tional book or brochure? Errors cost more 
than we do. 
LASKY ASSOCIATES 
131 W. 23rd St., N. Y. 11 
CHelsea 2-6675 


Fine, Fast, Fairly Priced Photography 


pic 


photographers 


DEARBORN 2-1062 
107 NORTH LASALLE STREET. CHICAGO 1. ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


WANTED 


Local campaign ideas, all lines of 
business, for newspaper usage. We’re 
organized to sell through national 
sales force. Will pay royalty or pur- 
chase outright. Tell us what you 
have. 
MULTI-AD SERVICES, INC. 
(Campaign Division) 

100 Walnut Street Peoria Illinois 


| consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


ADVERTISING AGENCIES 
Interested in South America’s rich- 
| est market? Reputable agency based 
in Caracas, Venezuela, with $3,000,- 
000 billings, operated by American 
management offers advertising and 
PR services to U.S. agencies. Ad- 
dress correspondence to Reynolds- 
Nash Publicidad, Apartado 2797, 
Caracas, Venezuela. 


LOOK HOMEWARD, ANGEL 
WITH AYARS 


c. 

SALESPEOPLE ARE YOUNG 
PERIENCED BUSINESS - CAPABLE 
LPING YOU MAKE A 
a DECISION IN CHOOSING 


. OUR SALESPEOPLE ARE THOROUGHLY 
FAMILIAR WITH THEIR PRODUCTS 
aoe AND AMENITIES. 
OUR SALESPEOPLE ARE FAMILY MEN 
| WITH HOMES ~ THEIR OWN—WELL, 
ALMOST THEIR OWN—AND FAMILIES 
OF a OWN; Le = =. = 
WITH PEOPLE W AND 
UNDERSTAND YOUR i tos. 
4. We advertise in your Gene publication. 


1034 Waukegan Rd. 
North 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


SCREEN PROCESSED 


24 SHEET POSTERS 


25 TO 300 QUANTITY 


Top Quality Silk Screen Print- 
ing of 24 Sheet Posters. 
Sketches Furnished FREE on 
Request. Write for additional 
information and quotations. 


CONTINENTAL DISPLAY ADV. CO. 
1411 WYANDOTTE, KANSAS CITY, MO. 
SINCE 1923 
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Charles Wiggins, 
GF Ad Exec, Is Run | 
Down by Auto, Dies 


New York, Aug. 27—Charles A. 
Wiggins, 64, special assistant on 
policy and special projects, adver- 
tising services department, Gener- 
al Foods Corp., White Plains, was 
killed last night on a highway 
near Armonk, N. Y., by a car 
which, police say, deliberately ran 
him down. 

Mr. Wiggins had stopped his car 
after another car, driven by James 
R. Armour, 33, an electrical engi- 
neer, had _ slightly struck the 
bumper of the Wiggins car. Mr. | 
Wiggins got out of his car. As he 
did so, Mr. Armour reportedly 
backed up, then drove his car di- 
rectly at Mr. Wiggins, hurling him 
70 feet into a stone wall. The Ar- 
mour car also hit the wall. When 
police arrived, Mr. Armour warned 
he was “radioactive.” Mr. Wiggins 
died a few hours later in White 
Plains hospital; Mr. Armour was 
held for psychiatric examination. 
He is alleged to have suffered 
shell shock in World War II while 
serving in the Navy. 


s Mr. Wiggins was born in Kala- 
mazoo, Mich., and was graduated 
from Michigan Business & Normal 
School. During World War I he 
served in the Naval Reserve. After 
working for two years as a clerk 
with the Advance-Rumley Co., 
Battle Creek, he joined the adver- 
tising department of the old Pos- 
tum Cereal Co. (later a part of 
General Foods Corp.) in 1917. 
In 1935 Mr. Wiggins was named 
associate advertising manager for 
institutional and bulk products, 
and from 1936 through 1948 he 
was associate advertising manager 
for several GF products, including 
Postum, La France, Satina, Log} 
Cabin and Gaines brands. 
In 1953 he was named associate | 
advertising director of the corpo- 
ration and the following year, was 


FRENCH DEBUT— 


Alex Haimes, 
m erchandise 
manager of Julius 
Kayser & Co.’s 
hosiery, chats 
with Mme. Hel- 
ena Rubinstein at 
a press party at | 
her country home 
outside Paris. 
The occasion: To 
introduce the | 
eight fall colors 
Mme. Rubinstein 
selected for Kay- 
ser hosiery. 


Floradora theatrical 
in 1909. He is credited with being 


productions|commission in Iowa during the} companies of the Combines Enter- 
war before his appointment as an) prises Ltd. group—Gutta Percha & | 431 S. Dearborn St. + Chicago 5, Illinois 


one of the first to use the illusion| assistant field director for foreign 


| 


of pictorial motion in an electrical | duty with the American Red Cross. | 


outdoor display. 

The first Broadway electric sign, 
however, is generally considered 
to have been the old Manhattan 
Beach sign on the Flatiron Bldg., 
at Broadway and 23rd St., about 
1900. But it was not really an 
animated sign, although the lights 
are said to have blinked. 

Mr. Singer was associated with 
General Outdoor Advertising Co. 
for many years, and many of his 


innovations in the development of; 


electric signs were for clients of 
that company. Little is known 
about his eorly career, as most of 
his contem)raries in the business 
are now dead. 


Chester Billings, 
Meredith Ad Exec, 


Is Dead at 49 


appointed manager of the adver- 
tising services department. In 1956 | Des Moines, Aug. 26—Chester 
he was made special assistant to| E. Billings, 49, manager of adver- 
the vp of advertising and consum- | tising service for Meredith Pub- 
er relations, and last year he was/ lishing Co., died of a stroke Aug. 
named to the position he held at | 22. SE big Saye 

his death. He had planned to re-| Mr. Billings joined Meredith in 


tire a year from this fall. | 1945 as classified advertising man- 
Z ager for Successful Farming. He 
was named assistant manager of 
advertising service in 1949, and 
was appointed manager in 1955. 

A native of Kiron, Ia., Mr. Bill- 
ings was city editor of the Daily 


George Singer, 85, | 
Pioneer in Outdoor 


Spectaculars, Dies 


New York, Aug. 27—George A: | 
Singer, 85, a retired electrical en- 
gineer, who was a pioneer in the| 
design of animated electric out-| 
door signs, died yesterday at the 
home of a granddaughter in Ruth-| 
erford, N. J. 

Mr. Singer designed a sign for! 


| 


the Rialto Theater, at Broadway Billings served as information rep-/| Shell Oil Co. as a copywriter be-| 


UNITED PRESS 


to 1937. He then joined the Iowa 
Daily Press Assn. as news bureau 
manager. Later, he was an account 
executive with Meneough, Martin 
& Seymour Inc., Des Moines. He 
was a graduate of the University 
of Minnesota. 

A veteran of World War II, Mr. 


He was executive secretary and 
past president of the Des Moines 
Advertising Club. 


VINCENT J. CURRY 

New York, Aug. 26—Vincent | 
J. Curry, 35, assistant to the exec 
vp of Batten, Barton, Durstine & 
Osborn, died Aug. 24 of cirrhosis | 
of the liver after a brief illness at 
White Plains Hospital. Born in 
|New Rochelle, he served in the 
Army during World War II and} 
then attended Pennsylvania State | 
College. From 1954 to 1955 he}! 
was a trainee at Warwick & Leg- | 
| ler, He was then associated with | 
| the marketing organization of | 
Harold Jaeger Associates until 
| 1957, when he joined BBDO. 


GEORGE C. HOFFNER 

New York, Aug. 27—George C. 
Hoffner, 53, production manager 
of Atherton & Currier died yester- 
day at his home of a heart attack. | 
He had been production manager | 
of the agency for the past 23 years. | 
Born here, he attended Columbia | 
University, then worked on a) 
Swedish-American newspaper for 
a time as a production assistant be- | 
fore joining Peck Advertising | 
Agency. He joined Atherton & 
Currier in 1935. He was a member | 


\of the Swedish-American Society. | 


| Reporter, Spencer, Ia., from 1931| HOWARD J. DUTCHER 


New York, Aug. 26—Howard J. | 
| Dutcher Jr., 44, an account execu- | 
| tive with G. M. Basford Co. for the 
|}past ten years, died Aug. 4 of a| 
| heart attack at Beth David Hospi- | 
| tal. After graduation from the Uni- | 
versity of Virginia in 1935, Mr. | 

Dutcher was associated with the| 


Here’s How 


Demonstrations. 


Sales With Photography 


ADVERTISEMENTS — Illustrations for magazines —News- 
paper—Direct mail—Sales and service literature—Calen- 
dars—Car cards—Billboards. 


PUBLIC RELATIONS — Stockholder notices — Employee 
papers—House organs—News releases—Slide films. 


SALES TRAINING AND SERVICE-—Salesmen’s portfolios 
and bulletins — Stills — Slides — Installation and service 
manuals—Customers’ instruction books. 


MERCHANDISING — Displays — Background photos — 
Jumbo cut-outs — Installation or application photos — 


UPI Helps Build 


INTERNATIONAL 


Commercial Photography Division 
461 Eighth Avenue, New York 1, N. Y. 


PE 6-8500 
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|Hackett Buys Interest in ;Rubber Ltd. (tires), Hamilton 
William Orr Ltd.; Becomes VP | Gear & Machine, Turnbull Ele- 
tor American Wringer, St. 
| Arthur R. Hackett, formerly a|¥#*0? : ‘ 
‘vp of Tandy-Richards Advertising, Lawrence Rubber and Stuart Bros. 
| Toronto, has purchased in William 
, _|Chernow Moves Office 
tee Orr Ltd., Toronto, and has be | Chernow Advertising Agency 
|Inc., New York, has moved to 
larger quarters in the same build- 
}| ing, at 80 W. 40th St. 


Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 


Arthur R. Hackett multigraphed letters and planographing. 


William R. Orr 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


come an Orr vp and director. He 
now is the second largest share- 
holder in the agency, headed by | 
William R. Orr, president and/ Direct Mail has been our business for 
largest shareholder. No changes in| 25 years. We pick up your rush copy, 
the agency’s name is contemplated | give quick service, do accurate work 
at present. | and guarantee prompt delivery. 


Mr. Hackett brings to Orr the | 
a Lelter Sop 


accounts of the several component | 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


FOR AS LOW AS $5 PER WEEK 


Amazing, but true — you cando it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 
authority to buy or sell immediately as they 
see fit. Your ad gets fast action. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


“JUST ASK FOR MARIE... 


1 am enclosing $ 


My Name 


Street 


1 State 


City 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 


this form to: 
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‘Post’ Finds 
Liquor Ads Are 
Now ‘Compatible’ 


(Continued from Page 1) 
potential audience.” 

Mr. MacNeal said the move had 
been “periodically considered” by 
the Curtis board of directors, which 
“formulated its policies with due 
regard to evaluation of the cus- 


ee. 


Look reported $510,000. In the 
past three years the figures were 
$11,427,000 for Life and $3,955,000 
for Look in 1955; $12,111,000 for 


|Life and $3,779,000 for Look in 


56; $13,942,000 for Life and $5,- 
769,000 for Look last year. 


e Some officials at the Post have 
figured in the past that the week- 
ly could add $7,000,000 to its an- 
nual revenue by taking on liquor, 
patent medicine and other adver- 
tisements. 


e In 1953, the Post reported total 
ad revenue at $80,865,877, a fig- 


toms of the times in general, and/ure which faded slightly to $77,- 


of the audiences of our magazines 


940,710 in 1954, and which then 


in particular.” He pointed out that|jumped ahead to $83,731,203 in 


while Ladies’ Home Journal does 
not accept liquor advertising, an- 
other Curtis book, Holiday, has 
been accepting alcoholic beverage 
copy since 1947. 


® Thus the Post wrote finis to an 
era which saw the magazine, as 
Roger Butterfield has reported, 
impose “one of the strictest ad- 
vertising codes in the business... 
all liquor, medical, ‘immoral’ or 
‘extravagantly worded’ ads were 
taboo.” 

The medical and other prohibi- 
tions remain. 

The business-side morality was 
matched in the editorial depart- 
ment by George Horace Lorimer, 
the Boston clergyman’s son, who 
joined the magazine as literary 
editor at $40 a week in 1898 and 
shaped the Post for the next 37 
years. It was a Lorimer dictum, 
according to one widely-retailed 
anecdote, that sex was permissi- 


ble in the fiction pages of the 
Post, but only between instal- 
ments. 


s That the Post, which has sold 
more than $1.8 billion in space in 
its lifetime, would move to the 
acceptance of liquor ads has been 
rumored in magazine circles on 
and off for several years. While 
the Post ran nearly $91,000,000 in 
paid space last year—light-years 
removed from the $7,000 that came 
into its coffers in all of 1897—the 
weekly lost something like 1,100 
pages of advertising between 1950 
and 1957. For the first eight 
months of 1958 it is behind its 
1957 performance by 255 pages. 
Last week, however, the Post said 
its October business was 8.4% 
ahead of the same month last year. 

In its highly competitive field, 
the Post has seen Life and Look 
rack up impressive revenue totals 
in the alcoholic beverage classifi- 
cation. 

Examples: 


e In 1947 Life could trace more 
than $10,000,000 to that category; 


Health tip from the carriage trade 


— 


mananarranpy Gracie aaah ton 
ar gee a Bibeln poses molrne 
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lens RESEARCH 1S UNLOCKING THE SROMETS OF watt 
uw 


PROGRESSION—These Froedtert Malt Corp.adsin The Saturday Evening Post show a 
gradual easing of the magazine’s ban on liquor advertising—even though the product 
advertised is not, strictly speaking, beer. From the left the ads show (1) no beer 
(Nov. 10, 1956 issue); (2) a small glass of beer added to the food line-up in the lower 
left corner (Feb. 2, 1957); (3) beer and a sandwich take over the corner spot and cans 


WHERE RESPARCH ifs 


55, to $86,873,319 in °56 and to 
$90,899,031 last year. 

For the first seven months of 
1958, the Post racked up $48,698,- 
322—a figure which was off from 
the $52,396,012 total for the same 
period in 1957. 


e According to PIB figures, the 
Post carried 4,425 pages of adver- 
tising in 1950 (its postwar high 
came in 1947, when it ran 4,449 
pages), and in 1957 it carried 
3,301 pages. This comes out to a 
1,124 page decrease in seven years. 
Between 1950 and 1957, Life 
gained 402 pages, moving from a 
total of 3,816 to 4,218 pages, and 
Look tacked on 200 pages, going 
from 1,565 pages in 1950 to 1,765 
pages last year. 

In 1947 the Post’s 12-month cir- 
culation average was 3,957,752; in 
1950 it was 4,033,950, and in 1957 
it was 5,301,042. Its March 31 in- 
terim statement showed a three- 
month average of 5,731,138. 

Part of the explanation for the 
Post’s gain in total revenues over 
the years is increased page rates 
and a growing use of color by ad- 
vertisers. In 1947 the Post’s b&w 
page rate was $10,500. In 1950 it 
was $11,200; in 1957 it was $19,- 
780. (Life’s rates for those years 
were $1,225, $16,100 and $25,275. 
Look’s rates were $6,330, $8,850 
and $19,135.) 


s A portent of the Post’s move 
into alcoholic beverage copy ac- 
ceptance dates back to early 1957. 
The Post had already taken ads 
of the Froedtert Malt Corp., Mil- 
waukee, which makes malt prod- 
ucts. 

It was believed that the Post 
okayed the Fro-Malt ads, in spite 
of its ban against alcoholic bev- 
erages, because of the advertiser’s 
emphasis on the healthful aspects 
of malt as used in various prod- 
ucts, and because the advertiser 
used a dignified approach. Sub- 
sequently the Post decided to ac- 
cept an Owens-Illinois beer pack- 


|aging insert. + 


Making a hit with a Miss 
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UNEOCERING THE SKERETS OF MALT 


Liquor Men Unmoved By ‘Post’ Decision, 
Say They Are Bound by Existing Ad Plans 


New York, Aug. 28—Nobody 
in the liquor industry here has 
been “knocked off his rocker” by 
the news that The Saturday Eve- 
ning Post has decided to take liq- 
uor advertising. 

“So what? It’s not going to 
change anything much,” the ad- 
vertising manager of one of the 
big distillers said. His comment 
was typical of many others. With 
the understanding that his name 
would not be used, he told ApvEr- 
TISING AGE that nobody he has 
talked with in the liquor industry 
regards the SEP announcement as 
“earth-shaking to anybody except 
the people on the Post.” 

Asked whether his company 
would advertise in the Post, he 
said, “Sure, we’ll probably adver- 
tise. But we’re not going to drop 
everything we’re doing right now. 
We have commitments and sched- 
ules arranged, and it’s not going 
to be easy to revamp schedules 
just for the privilege of spending 
money in the Post.” 


s At the other extreme, Alynn 
Shilling, vp and director of ad- 
vertising of National Distillers 
Products Co., said that he has al- 
ready contracted for a page in the 
Sept. 30 issue of the Post for the 
company’s new 86-proof bottling 
of its Old Grand-Dad bourbon 
whisky. 

The 86-proof Old Grand-Dad is 
just being introduced (AA, Aug. 
25), and its budget is flexible. On 
other national brands, Mr. Shill- 
ing said, a re-evaluation of media 
will have to be made to determine 
whether there will be any advan- 
tage in a change of schedules. 


s The mild antipathy revealed 
toward the Post announcement 
was attributed by many observers 
to the traditionally defensive at- 
titude of the liquor field. Liquor 
advertising men have long been 
nettled by the Post’s pious atti- 
tude on alcohol. Holiday men have 
long learned to duck, dodge and 
skip when the subject of the Post’s 
liquor ban came up. 

It was a little anticlimactic for 
liquor advertisers, too. When Col- 
lier’s disappeared from the ad- 
vertising scene, many admen 
thought that the Post would step 
in to take over what was perhaps 
the last healthy classification Col- 
lier’s carried. 


® Beer advertisers have long ad- 
mired the Post’s circulation, and a 
Post executive said Budweiser was 
the first beer to come in with an 
order. 

It seemed likely that the Post 


How to land a fisherman 
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could handle b&w advertising by 
October, and that it would be 
ready and waiting for the Yule 
splurge by distillers. 

Actually, many liquor admen 
have made no secret of the fact 
that they would like to get into 
the Post. They have been waiting 
a good many years, and they’re 
happy that the drouth is over. 
Said one agency man, who = has 
recommended the Post to his cli- 
ent, “You might say the recession 
was influential.” 


s Advertising executives at most 
of the major distillers were wary 
of comment and would speak only 
if they were not identified. In 
almost every instance they ad- 
mitted that they will probably re- 
arrange their advertising sched- 
ules, if possible, to get into the 
Post for the Christmas holidays. 
Several, however, were not too 
optimistic that this could be 
worked out to advantage. “It calls 
for a readjustment of plans and 
budget allocations,” several of the 
advertising managers said, in al- 
most exactly the same words. 

None of the distillers, except 
National, admitted having taken 
space in the Post at this time. 
Virtually all said they were con- 
sidering it for the future. A few 
were critical of the Post for not 
having prepared potential adver- 
tisers in advance, and for having 
“muffed a big sales opportunity 
by poor timing.” 


s There are still a number of well- 
known national magazines that do 
not carry liquor advertising. These 
include American Home, Better 
Homes & Gardens, Good House- 
keeping, Household, Ladies’ Home 
Journal, McCall’s, National Geo- 
graphic, Parents’ Magazine, Read- 
er’s Digest, TV Guide and Wom- 
an’s Day. 

The Bureau of Advertising of 
American Newspaper Publishers 
Assn. estimated that 1,063 daily 
newspapers accept liquor adver- 
tising and that 697 do not. Some 
of those that do not, however, will 
accept beer and wine advertising. 
A check by ADVERTISING AGE a 
year ago (AA, Sept. 23, ’57) indi- 
cated that only about 180 daily 
newspapers will not accept alco- 
holic beverage advertising in any 
form. # 


UP Appoints Brudno 

The commercial photography di- 
vision of United Press Interna- 
tional, New York, has appointed 
Brudno & Bailey, Westfield, N.J., 
to handle its advertising, mer- 
chandising and promotion. 


Advertising Age, September 1, 1958 


‘Look’ Broadens 
Availability of 
Split-Run Ads 


New York, Aug. 29—Look to- 
day announced the availability of 
split runs in that magazine “on an 
extremely flexible basis.” 

Advertisers using page-size let- 
terpress insertions may “use any 
two-way geographic split they 
care to, providing the split is along 
state lines; in some cases three- 
way geographic split runs can be 
worked out.” Don Perkins, vp and 
ad director, said the premium 
charge for two-way splits will be 
$1,800 a page and $2,700 a spread. 


@ The magazine expects the new 
arrangement to appeal especially 
to liquor advertisers, who have 
found that consumer tastes vary by 
section, and to soap companies in- 
terested, for example, in testing 
new products, particularly in the 
hard-water midwestern states. 

The split, he added, will be 
available to all who use page 
letterpress insertions—whether 
they are in b&w, two-color or 
four-color, and regardless of fre- 
quency of insertion. Two different 
companies may use the split, he 
said, with one company advertis- 
ing in a given area and the other— 
possibly with an entirely different 
agency—advertising in another 
area. 


= Previously, Look had accepted 
geographic split runs by brands, 
divisions or subsidiaries of the 
same parent company, providing 
the ads ran in four-color letter- 
press and in 13-week cycles. In 
addition, the geographic break- 
downs were “somewhat limited.” 
The magazine long has offered al- 
ternate-copy split runs in news- 
stand-subscription arrangements. 


s Meanwhile, Time and Life both 
announced they are making it pos- 
sible for two different advertisers 
“mutually to purchase a_ single 
page to market two different prod- 
ucts in various parts of the coun- 
try.” 

Time Inc. said the move had 
been requested by a number of 
advertisers. They will pay an an- 
ticipated premium of about $2,500 
in Life or $1,000 in Time for the 
service. 


s The splits can be arranged “ac- 
cording to advertisers’ needs, so 
long as these involve a substantial 
portion of the magazines’ circula- 
tions.” + 
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No wonder 


the Jacksons 
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need malt... 
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of beer show up in the picnic basket (Sept. 3, 1957); (4) the beer is brought to the 
foreground in corner photo and model and beer bottle are prominent (Nov. 23, 1957), 
(5) both men and women enjoy steins of beer (Jan. 18, 1958). Klau-Van Pietersom- 
Dunlap, Milwaukee, is the agency; Barkin, Herman & Associates, also Milwaukee, is the 
public relations counsel. 
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TV Quiz Probe 
Won't Hurt Us, 
Sponsors Say 


(Continued from Page 1) 
nationwide Page 1 publicity given 
to charges of “rigging” answers 
and other skulduggery on the de- 
funct “Dotto” show, “21” and oth- 
other quizzes. Several resorted 
to the “one rotten apple’’ bromide 
and at least one sponsor and one 
packager observed to AA that the 
publicity might actually increase 
the quiz show audience—and 
when you get right down to it, the 
size of their audience and cost- 
per-thousand on these generally 
inexpensive shows is _ probably 
what concerns most sponsors the 
most. 

But no matter what the outcome 
of the current investigations, a big 
legal question already looms over 
the heads of the quiz sponsors as 


Quiz Scandal May Aid Nets 

WASHINGTON, Aug. 29—Blessing 
in disguise? 

That’s an unusual view of the 
current investigation of tv quiz 
shows, at least so far as tv’s Wash- 
ington problems are concerned. 

One of the controversial issues 
raised by Congressional and anti- 
trust investigators in recent years 
centers on network control of pro- 
gramming. Most investigators have 
argued that networks squeeze out 
independent producers. 

Quiz shows identified this week 
in New York investigations have 
been privately packaged, with 
producers retaining virtually full 
control. If probes do not get be- 
yond independently packaged 
shows, sources here suggest hints 
of irregularities might give fresh 
validity to the network argument 
that the public benefits when net- 
works have a say in program pro- 
duction. + 


they anticipate possible suits by 
ex-contestants who—imagined or 
real—decide they lost out because 
of backstage hocus pocus. 


® Currently there are on the air, 
or pending, more than a score of 
programs which may be broadly 
classified as quizzes. Sponsors are 
reported to have invested up to 
$20,000,000 in billings in these 
broadcasts. Has public faith been 
shaken to the point of disbelief and 
disinterest? 


= One top quiz packager, who de- 
clined to be named, said he was 
“very upset” about the “Dotto” 
charges because of the reflection 
it cast on other quiz producers, 
but he did not think the disclos- 
ures would have any effect on quiz 
ratings. “Crank” mail would prob- 
ably be increased, he thought. 

An advertiser who rode to riches 
via the quizway pointed out that 
the average sponsor buys a ready- 
made outside package and seldom 
knows about the inner workings 
of the show. 

Shenanigans behind the spon- 
sor’s back were apparently the 
prelude to Colgate-Palmolive Co.’s 
swift cancelation of the highly- 
rated “Dotto.” 

“Both ‘Dotto’ shows (CBS and 
NBC) were furnished to Colgate 
by an independent producer as a 
complete package (by Frank Coop- 
er Associates) ,” according to a Col- 
gate statement. 

“On Aug. 7 a standby contestant 
(Mr. Hilgemeier) on the daytime 
‘Dotto’ program of May 20 con- 
tacted Colgate and submitted an 
affidavit regarding an incident 


which he stated had occurred in 
connection with that show. Col- 
gate acted immediately on this 
information, which had not pre- 


| Daytime: 


| Nighttime—open (starts in October) | 
Daytime: Monday through Friday—vari- | 
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viously been reported to it and 
of which it had not prior knowl- 
edge. 

“Within hours, Colgate set in 
motion an investigation which re- 
sulted in the cancelation of both | 
the daytime and nighttime ‘Dotto’ 
shows, effective Aug. 16. The mat- | 
ter was also brought by Colgate 
to the attention of both networks. 

“The Colgate-Palmolive Co. has 
always insisted and will continue 
to insist on the complete integrity 
of the television shows which it 
sponsors. Any other position would 
be inconsistent with Colgate’s 
standards and unfair to the view- 
ing public.” 

Earlier this week, CBS an- 
nounced that on its “own initia- 
tive,” it had begun an “intensive 
inquiry into all quiz shows cur- 
rently on our network.” + 


Current & Fall Quiz Shows 


National Broadcasting Co. 


Tie Tac Dough 
Producer: Barry & Enright for NBC 
Nighttime sponsor: Procter & Gamble 
Daytime: Monday through Friday—vari- 
ous sponsors 


The Price Is Right 

Producer: Goodson-Todman Productions 

Nighttime sponsor: Lever Bros. Co.— 
Speidel Co. (fall) Lever Bros. (current) 

Daytime: Monday through Friday—vari- 
ous sponsors 


Twenty-One 
Producer: Barry & Enright for NBC 
Sponsor: Pharmaceuticals Inc. 


You Bet Your Life 

Producer: NBC 

Sponsor: Toni Co., De Soto (current) 
Sponsor: Lever -Bros.—Toni Co. (fall) 


People Are Funny 
Producer: John Guedel 
Sponsor: R. J. Reynolds Co.—Toni Co. 


Brains & Brawn 

Producer: Herb Moss—Brains & Brawn 
Productions 

Sponsor: Liggett & Myers Tobacco Co. 


Treasure Hunt 

Producer: Jantone Productions 

Daytime: Monday through Friday—vari- 
ous sponsors 


Truth or Consequences | 

Producer: Gemini Productions | 

Monday through Friday 

Various sponsors (a current partial spon- 
sor is General Mills) 


Haggis Baggis 
Producer: Phillip Productions—Joe Kates 


ous sponsors, (a current partial sponsor 
is Alberto Culver) 


Music Bingo 


Last Minute News Flashes 


Pabst Names Rosenak 


Cuicaco, Aug. 29—Richard H. Hehman, marketing and advertising 
director of Pabst Brewing Co., has been named director of merchandis- 
ing materials—a new job—in order to make way for Theodore Rosenak, 
who yesterday was named vp of advertising at Pabst, also a new posi- 
tion. Rocco B. Bunino was named vp of sales for Pabst. Messrs. Rose- 
nak and Bunino will retain the top advertising and sales jobs at Blatz 
Brewing Co., which became a Pabst subsidiary a month ago (AA, 
Aug. 4). 


Vos & Co. Gets First Investors Corp. 


New York, Aug. 29—First Investors Corp., one of the largest mutual 
fund organizations in the country, will move its advertising account 
Sept. 2 from Arthur A. Judson Inc. to Vos & Co. A newspaper cam- 
paign will be launched to promote First Investors’ plans for accumula- 
tion of shares in the Wellington Fund, Philadelphia, and in Fundamen- 
tal Investors Inc. of New Jersey. 


Film Producers Assn. Seeks Network Film Probe 


New York, Aug. 29—The Film Producers Assn. of New York has 
proposed to the anti-trust division of the Department of Justice that 
it explore possible monopolistic practices by tv networks in the pro- 
duction of film and Videotape programs and commercials. The Depart- 
ment of Justice has assured the association that it would give the 
matter a top priority with the “exploration” starting possibly in the 
next few weeks, Nathan Zuker, president of the group, said. 


International Book Rate Hike Deferred 


WASHINGTON, Aug. 29—Officials today suspended indefinitely their 
plans to hike international book rates by 50%. Officials indicated new 
proposals covering books and periodicals are being drafted for use 
around Jan. 1 (see “In Washington” Page 6). 


Bell Sets Magazine Drive for Extension Phones 


New York, Aug. 29—The Bell Telephone System will switch to the 
hard sell Oct. 1, when a month-long sales and all-media ad campaign 
is kicked off, boosting bedroom extension telephones. Backing the drive 
is a heavy national consumer ad campaign by American Telephone & 
Telegraph Co., Bell’s parent group. Color pages will appear in October 
issues of American Home, Better Homes & Gardens, McCall’s, Ladies’ 
Home Journal, Life and Look. B&w ads are set for October issues of 
American Legion Magazine, Coronet, Everywoman’s Family Circle, 


Evening Post, VFW Magazine and Woman’s Day. Affiliated companies 
will tie in. N. W. Ayer & Son is the AT&T agency. 


Manuscripts Inc. Is Formed; Other Late News 


e Manuscripts Inc., a new organization specializing in writing tv film 
scripts, has been formed at 21 W. Illinois St., Chicago. James McGee, 
formerly a creative director at Fred A. Niles Productions and before 
that with RKO, is president. Dave Muncaster, formerly with Dallas 
Jones Productions, is vp and secretary-treasurer. 


e Walter Craig, vp in charge of radio-tv for Norman, Craig & Kummel, 
New York, has been elected to the board of directors of the agency. 
Walter Tibbals, formerly West Coast vp in charge of radio-tv for 
BBDO, has been named vp and general manager of radio-tv for Nor- 
man, Craig—a newly-created post. 


e Ceribelli & Co., Fairlawn, N. J., launches a winter radio campaign 
starting Sept. 3 on its Brioschi anti-acid stomach preparation. The cam- 
paign, using 60-second spots, is scheduled in three sections of 26 weeks 


Producer: Harry Salter 

Sponsor: Hazel Bishop Inc. (off the air 
Sept. 11) 

Dough-Re-Mi 

Producer: Barry & Enright 


Various sponsors. (partial fall sponsors 
are Mentholatum Co. and Armour & 
Co.) 


The Big Game 
Producer: Jackson Stanley 
Sustaining—last program Sept. 12 


Win with a Winner 
Producer: Win Elliot 


Sustaining—last program Sept. 16 


Cencentration 

Producer: Barry & Enright 

Daytime: Monday through Friday: Vari- 
ous sponsors. 


American Broadcasting Co. 
Anybody Can Play 
Producer: John Guedel 
Sponsor: R. J. Reynolds, goes on air Oct. 6 


Columbia Broadcasting System 


each in 16 northeastern markets. Ellington & Co. is the agency. 


e Alvin E. Unger has resigned as vp in charge of the Chicago office 
of Ziv Television Programs Inc. A successor has not been named. Mr. 
| Unger had been with Ziv since 1939. 


e Snow Crop orange juice breaks a campaign in 75 newspapers this 
|month promoting Snow Crop as “the only orange juice with the char- 
|acteristics of fresh-squeezed juice, because it retains the flavor sacs 
'and floating fruit.’”’ Kastor, Hilton, Chesley & Clifford, New York, is 
the agency. 


e William B. Carr has been appointed advertising manager of Swis- 
sair, replacing Jess Brandt, who has resigned. Mr. Carr was formerly 
advertising manager of Wamsutta Mills and assistant art director of 
Bryan Houston Inc. 


e Hoffman Advertising, 820 Pacific St., San Francisco, has been formed 
by Robert P. Hoffman, who recently resigned as regional account ex- 
ecutive in Kenyon & Eckhardt’s office there. Hoffman opens with the 
Belfast franchise division of Belfast Beverages, the radio and tv adver- 


| tising of Macy’s California and the Stauffer Home Plan for Northern 


California. 


$64,000 Question 
Producer: Entertainment Productions Inc. | 

(returns Sept. 28) | 
Sponsor: Revion and Kent cigarets | 


Bid ‘n’ Buy 
Producer: Jack Guedel 
Sponsor: Revlon (summer replacement) 


$64,000 Challenge 

Producer: Entertainment Productions Inc. 
(moves to NBC in fall) 

Sponsor: Revion and Kent cigarets (cur- 
rent) P. Lorillard (fall—NBC) 


Name That Tune 
Producer: Harry Salter 
Sponsor: Whitehall Pharmacal Co. 


The Big Payoff 
Producer: Walter Framer 
Sponsor: Colgate-Palmolive Co. 


Top Dollar 
Producer: Entertainment Productions Inc. 
Sponsor: Colgate-Palmolive Co. 


Play Your Hunch 

Producer: Goodson-Todman 

Daytime: Monday through Friday: 
ous sponsors 


vari- 


For Love or Money 

Producer: Walter Framer 

Daytime: Monday through Friday: 
ous sponsors. 


vari- 


e Irving M. Tuteur, manager of the Chicago office of C. L. Miller Co. 
for the past 18 years, has joined Roche, Rickerd & Cleary, Chicago, as 
vp in charge of package goods marketing. The Miller agency was 
merged last week with Lennen & Newell (AA, Aug. 25). 


e American Molasses Co., New York, will launch a 34-week “satura- 
tion” spot radio campaign Sept. 15 over 30 stations throughout the 
South and New England. The campaign will continue through May, 
except for a short Christmas hiatus. A magazine campaign is now being 
planned to break after the first of the year. Kastor, Hilton, Chesley & 
Clifford is the agency. 


e Troy Ferguson Jr., formerly with Albert Sidney Noble Advertising 
and before that with Batten, Barton, Durstine & Osborn, has joined 
St. Georges & Keyes, New York, as an account executive. 


e E. J. Collins, formerly a vp and account supervisor at Donahue & 
Coe, Chicago, and before that vp in the Chicago office of Foote, Cone 
& Belding, has joined the Chicago office of Compton Advertising as 
creative group head. 


e Gordon & Hempstead, Chicago, has been appointed by Lake States 
Imports, Chicago, to handle advertising in a 10-state area for Peugeot 
automobiles. Lake States last week named the agency to handle Re- 
nault cars in the same area (see story on page 42). 


e Economics Laboratory, St. Paul, will launch a 13-week tv campaign 
starting Sept. 8. J. M. Mathes Inc. is the agency. 


Household, National Geographic, Parents’ Magazine, The Saturday | 


TV Nets, Stations 
Had More Income, 
Less Profit in 1957 


(Continued from Page 1) 
commission) included $394,200,- 
000 (45.4%) for network time to 
national advertisers, $296,400,000 
(34.1%) for non-network time to 
national and regional advertisers 
and $178,100,000 (20.5%) to local 
advertisers. 


s Networks and their 16 owned- 
and-operated stations received 
$467,900,000 in revenues, roughly 
half the industry’s total. Their 
time sales amounted to $369,600,- 
000, which included $287,700,000 
from sale of network time, $58,- 
500,000 from national and regional 
spot and $23,400,000 for local ad- 
vertising. Revenues from talent 
and other incidental items brought 
an additional $174,200,000 to the 
networks and their owned-and- 
operated stations. 

The 485 non-network owned 
stations had total time sales of 
$499,100,000, including $237,900,- 
000 for national and regional spot, 
$154,700,000 from sale of time to 
local advertisers and $106,500,000 
for sale of time for network broad- 
casts. Revenue for talent and other 
incidental services brought an ad- 
ditional $42,700,000. 

FCC found networks and sta- 
tions spent $66,500,000 for selling 
purposes, $426,000,000 for pro- 
gramming, $168,000,000 for gen- 
eral and administrative expense 
and $122,000,000 for technical ex- 
penses. Of the $66,500,000 for sell- 
ing, $43,400,000 was spent by 485 
individual stations and $23,200,- 
000 by networks and the 16 net- 
work owned stations. # 


General Mills Runs 
New Perforated Ad 
in Three Magazines 


MINNEAPOLIS, Aug. 27—An un- 
| usual recipes ad for General Mills’ 
Bisquick will run in the September 
issues of Better Homes & Gardens, 


Good Housekeeping and True 
Story. 
The ad is built around Betty 


Crocker service with 10 different 
recipes. The ad itself consists of 
three consecutive pages, the first 
two pages in full color, and the 
third page, which backs up the 
second page, in b&w. 

The uniqueness of the ad is in 
the second and third pages, which 
are perforated so that the whole 
page can be removed with ease or 
one or more of the 10 recipes can 
be removed. Each recipe is shown 
in color with the recipe itself in 
b&w backing up the color picture. 


s The first page features Bisquick 
in conjunction with Spam. Bis- 
|quick packages in grocery stores 
will have a 10¢ coupon good on 
Spam during September and Oc- 
tober. This offer will be advertised 
in newspapers and on four net- 
work tv shows.- Knox Reeves Ad- 
vertising, Minneapolis, is the agen- 
cy. 

Hormel will support the offer 
with color ads in Good Housekeep- 
ing and Ladies’ Home Journal. 
Batten, Barton, Durstine & Osborn 
is Hormel’s agency. # 


Chapelle Affiliates with MMI 
C. C. Chapelle Co., recently re- 
organized Chicago marketing re- 
search company, has become a di- 
vision of Marketing Management 
Inc., Chicago. The 17-year-old 
company will continue to operate 
under the Chapelle name with 
|Dana P. Weithers as president. 
Chapelle has moved its offices to 
join MMI at 33 N. LaSalle St. 
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The 
| DETROIT 
| FREE 
PRESS 

is 


Michigan’s 


FIRST 


: 


Newspaper! — 
-FinsT WITH % 

$0 MANY READERS 

FOR 


$0 MANY REASONS 


More than both 


evening papers 
combined 


Free Press pages 
are better-read 
by men 

and women 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 
Story, Brooks & Finley 


RETAIL REPRESENTATIVE: 
George Molloy, New York 


» | product 
~ | won't come out, as well as cartons 


Feldman Tells 
Rack Jobbers 
Toiletry Woes 


(Continued from Page 3) 
and a trend to print the brand | 
name on the cap—eliminating a} 
price-marking spot. | 


|e Some products, particularly hair 

sprays—have caps which are in- 
|terchangeable with other brands. 
Price-marking is generally made 
on the caps, and consumers can 
easily switch caps. 


e Packages with taped-on premi- 
}/um attachments which don’t stick 
and take up otherwise profitable 
space. 

|e “Bashful cartons,” 
is so tightly packed 


where the 
it 


so loosely packed that the contents 
'fall out when the carton is lifted. 


e “Shelf space stealers” such as 
two new bottles of a product 
which take up as much space as 
three old bottles. This particular 
product, Mr. Feldman commented, 
has been cut to one facing instead 
of the three it formerly had. 


s He said that many cartons that 
are going to be price-marked be- 
fore being sold can be shipped 
without tops, simplifying the pric- 
ing procedure. If the manufactur- 
er does use a completely enclosed 
carton, Mr. Feldman asked for 
die-cut holes about the size of a 
quarter, above a blank white space | 
on each package to permit easy 
price marking. For some light- 
weight packages, like Q-Tips, he 
suggested cross-banding as pref- 
erable to enclosed packaging. 

Mr. Feldman brought sample 
cartons to demonstrate each prac- 
tice he was complaining about. 


= But he also had some nice 
things to say about the toiletries 
he sells. Some of the products, he 
said, are so good that they could 
be classified as foods as well as 
drugs. To prove it, in the course of 
his talk he drank some Halo, Prell, 
and White Rain shampoo (“I 
liked the Halo better”), sampled 
some Arrid deodorant and 
chomped his way through a Q-| 


| Farmer Al Falta Promotes 


Tip. # 


Tootsie Rolls on TV 

Sweets Co. of America, manu- 
facturer of Tootsie Rolls, will 
sponsor a new cartoon show called 
“Farmer Al Falfa & His Terry- 
toons Pals” on television stations 
in 60 markets starting in October. 
A series of cartoon commercials 
featuring Farmer Al Falfa will be 
run on the show to sell Tootsie 
Rolis. 


WALTER H. JOHNSON JR. has been 


named senior vp for marketing | 


and a member of the board of Cap- 


ital Airlines, Washington. He has} 


been vp for’ passenger sales of 
American Airlines since 1954. 


Baumritter Increases 
Fall Budget by 15% 

Baumritter Corp., New York, 
furniture manufacturer, has in- | 
creased its fall budget by 15% to 
promote its four furniture groups: 
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‘57 Auto Ad Spending 
Off 6.1% as Sales Fell 


(Continued from Page 3) | 
ly representative, since they are) 
based on gross rates only and also 
exclude production and _ talent 
costs. 

As another warning to the read- 

er that these figures are not to be 
taken as definitive, arbitrary splits 
—when two or more cars are Cov- 
ered by one total measured ex- 
| penditure—have been made on an 
even basis. And omitted from the 
|calculations have been measured 
media figures attributed to insti- 
tutional advertising. 

Also omitted from these calcu- 
lations are direct mail and point 
of sale, dealer helps and company- 
published magazines, dealer-placed 
advertising, and so forth—on 
which considerable sums are spent. 

All advertising statistics reported 
here were compiled and published 
by the Publishers Information| 


Ethan Allen Early American, 
Birchcraft casual modern, Room- 
ates contemporary and Viko tubu- 
lar metal furniture. Color pages 
will appear this fall in American 
Home, Better Homes & Gardens, 
Better Homes & Gardens Decorat- 
ing Annual, Bride & Home, and 
Living for Young Homemakers. 
The company will also participate 
in “Price Is Right” (NBC-TV) 
and one other tv show. 

The merchandising program for | 
each furniture group will include 
catalogs, consumer brochures, col- 
or postcards, tv slides and spot 
commercials and mats for local ad- 
vertising. A display and advertis- 
ing contest with cash prizes will 
be held to encourage dealers to 
participate. Alfred Auerbach As- 
sociates, New York, is the agency. 


ANA Prepares TV Report 
Advertisers who wonder if their 
network programs and commer- 


Bureau; the Bureau of Adver-| 
tising; American Newspaper Pub- 
lishers Assn.; Outdoor Advertising 
Inc., and Television Bureau of Ad- 
vertising from N. C. Rorabaugh 
data. 


# Ford Motor Co.’s Ford label! 
gained the top spot in 1957 new-| 
car registrations—edging out Gen- | 
eral Motors’ Chevrolet, which has 
held the spot since ADVERTISING 


topped Chevrolet’s total of 1,456,- 
288. Ford also held low position 


age as against Chevrolet—again in 
second place—with $19.12 as its 
average in measured media ex- 
penditures. 

Studebaker-Packard Corp. in- 
curred the highest per-car ad cost 
(except for the new Edsel), with 
$175.52 for its Packard, which 
recorded a total of 5,189 sales in 


cials have appeared as ordered 
may have some of their questions 


answered by -the Assn. of Nation-| 


al Advertisers, New York. The 
ANA budget control committee, in 
cooperation with the ABC, CBS 
and NBC networks, has prepared 
a report titled “Proof-of-Perform- 
ance Affidavits—Network Audit- 
ing & Control Procedures,” which 
describes and compares the audit 
practices and controls exercised by 
each network. The report is avail- 
able from ANA headquarters, 155 
E. 44th St., New York, for $2. 


Trade Fair Appoints Koehl 

The third annual U.S. World 
Trade Fair, to be held in the New 
York Coliseum May 8-19, has ap- 
pointed Koehl, Landis & Landan, 
New York, to handle its advertis- 
ing. 


gasp for the Packard brand, which 
will drop from the scene some time 
;this year, according to reports. 
Packard was “on stage” for 59 
| years and was a national advertis- | 
er for 56 of those years. 

Other names disappearing from 
the auto scene are Nash and Hud- 
son, which are being dropped by 
|American Motors Corp. in favor 
| of Rambler. Thus, ad expenditures 
for the three brands are not par- 
| ticularly meaningful at the present 
| time, since American Motors has| 
been switching emphasis. 

It was in 1957 that Edsel pushed | 
its ovoid grille into the auto mar-| 
ket. From a standing start, Ford | 
sold 26,681 Edsel cars in 1957. Ac- | 
cording to Automotive News Al-| 
manac, month-by-month new car 
registrations for Edsel were: Sep- 
tember, 7,566; October, 8,307; No- 
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AND Retail 
El Paso is a 


advertising broke all records. 
Fine Place to do business. 


Che Zl Paso Times 


Morning and Sunday 


El! Paso Herald-Post 


Evening 


AGE started compiling these fig- 3 
ures. In 1957, 1,493,617 Ford cars| \§ 


in cost-per-car, with a $16.22 aver- | \ 


1957. It was apparently the dying | us 


5,277, 
To sell 


and December, 
these cars, Ford 


vember, 
5,531. 


| spent $7,244,866 in measured media 


—an average of $271.54 per car, 
according to ADVERTISING AGE’S 
calculations. 


® So far as media use is concerned, 
U.S. car makers spent the bulk of 
their advertising in newspapers, 
with a total of $101,240,261. The 
breakdown is as follows: 


Newspapers  ............000000 $101,240,261 
Network television .......... 28,984,558 
General magazines and 
farm publications ........ 27,805,640 
SS ES yee 15,173,941 
Spot television ................ 4,257,190 
Total measured ............ 177,461,590 


® Taking the industry company 


THIS? 


i eee 


& 


ey 


i 
i 


THIS?>3 | 


It’s full coverage you need to keep 
sales booming in this dynamic 
“buying area.” 

San Bernardino, California, is the 


| major market in California’s 4th, 


the Pacific Coast’s 6th and the 
Nation’s 29th largest Metropoli- 
tan Area. 

San Bernardino is a rich, profit- 


| pb A oro 
El Paso was among the few 128 Media | able, rapidly growing and inde 


Record cities to show a gain in total ad- 
vertising— 


pendent market, more than 60 
miles from Los Angeles. It is 
reached by only .0066% of the 
total circulation of the Los 
Angeles dailies. 

The San Bernardino Sun-Tele- 
gram is the only daily and Sunday 
newspaper in this outstanding 
market. You'll find it profitable 
because it gives you the coverage 
you need. Cresmer & Woodward 
will give you the interesting infor- 
mation or write or wire. 


t>/SAN BERNARDINO 
SUN and TELEGRAM 


San Bernardino, California 
Represented nationally 
by Cresmer & Woodward, Inc. 
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by company, here is how sales and | 
ad costs broke down: 

General Motors Corp. was again 
out in front with a total of 2,683,- 
365 cars, sold at a measured ad 
cost of $72,013,355, or $26.84 per 
car. However, this was a come- 
down from the 3,024,286 cars sold 
in 1956, with ad expenditures of 
$82,165,852, averaging out to 
$27.16 per car. Its: car 57 volume 
by 11.3% below that of 1956; ad 
expenditures were down 12.4%. 


Ford Motor Co. improved its 
position in 1957 with 1,818,169 cars 
sold—an increase of 7.3% over the 
1,694,108 sold in 1956. Total ad 
expenditures also went up—to 
$48,628,017, an increase of 3.0% 
over the $47,224,851 (revised) 
spent in measured media in 1956. 
Cost per car decreased, with the 
1957 average being $26.75, com- 
pared to the $27.88 (revised) spent 
in 1956. 


Chrysler Corp. also improved its 
position with 1,096,359 cars sold 
in 1957, up 18.9% over the 922,043 
sold in 1956. Ad expenditures also 
increased by 8.8% to $47,903,007 
for 1957, from $44,044,182 in 1956. 
Cost per car went down, with an 
average expenditure in 1957 of 
$43.69, compared to $47.76 in 1956. 


American Motors Corp. slightly 
increased its sales, with a 1.9% 
boost to 117,330 in 1957 from 115,- 
105 in 1956. Ad costs, however, 
went down by 26.2% to $4,150,901 
in 1957, from $5,626,270 in 1956. 
The ad cost per car went down to 
$35.38 from the $48.87 average in 
1956. 


Studebaker-Packard Corp. was 
down considerably in both sales 
and ad expenditures. The 1957 to- 
tal of cars sold was 67,754—down 
35.3% from the 1956 total of 104,- 
798. Ad expenditures in measured 
media were down 51.9% to $4,- 
766,310 in 1957 from the $9,901,303 
spent in 1956. Ad cost per car was 
also down to $70.35 from $94.47 in 
1956. 


® The major auto companies, their 
total auto sales in 1957 and per- 
centage of total are shown below: 


General Motors ...... 2,683,365 46.4% 
Ford Motors ............ 1,818,169 31.4% 
CITI” ‘uceesesceicaieies 1,096,359 19.0% 
American Motors .... 117,330 2.0% 
Studebaker-Packard 67,754 1.2% 

WED tnidinttieabectsoas 5,782,977 100.0% 


s The major auto companies, their 
measured media expenditures and 
percentage of total are listed be- 
low: 

General Motors ..$72,013,355 

Ford Motor ........ 48,628,017 

ee 47,903,007 

American Motors 4,150,901 

Studebaker-Packard 4,766,310 

WN  ccactamaciniane 177,461,590 100.0% 

A table showing cars sold, meas- 
ured ad investment and ad cost 
per car for each car, ranked in 
terms of cars sold, adjoins this 
story. Figures for comparison back 
to 1950 are included. 

Readers are again warned, how- 
ever, that these figures are meas- 
ured media figures only, as 
reported by the measuring organi- 
zations. Also, figures from 1956 on 
exclude radio network advertising 
and that only radio network ad- 
vertising for the first seven months 
is included in 1955. Outdoor ad- 
vertising measured figures in the 
table begin with 1955. Spot tele- 
vision figures appear in the tabu- 
lation for 1957 only. # 


Radio-TV Stations Listed 
“Jones North American AM-FM 
Radio-TV Station Listing,” a new 
quarterly listing of all North 
American radio and tv stations, 
their locations, frequencies and 
power, has been published by Vane 
Jones Co., 3749 N. Keystone Ave., 
Indianapolis, Ind. The publication, 
available for 50¢ a copy, lists the 
stations by location, call letters and 
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Per-Car Costs of Automobile Advertising 


Copyright 1958 by Advertising Publications Inc. 


Sales of leading makes of automobiles related to the amount in- 
vested for each in magazines, newspapers (including Sunday sec- 
tions), network radio (up to the first seven months in ’55 only), 


network television, spot television, farm magazines and outdoor 
(beginning in ’55 only) during the past eight years. Expenditures for 
dealer co-op ads, spot radio, etc., are not included, 


frequencies. 


1957 1956 1955 1954 1953 1952 1951 1950 
FORD 
ee nT ee 1,493,617 1,375,343 1,573,276 1,400,440 1,116,267 732,481 862,309 1,166,118 
Ad investment .................0+ $24,224,860 $29,734,767 $29,339,591 $15,281,987 $10,319,786 $ 6,993,760 $ 6,422,364 $ 9,415,551 
Ad cost per car ......cccccces $16.22 $21.62 $18.65 $10.91 $9.24 $9.55 $7.45 $8.07 
CHEVROLET (GM) 
TY | Pee 1,456,288 1,565,399 1,640,681 1,417,453 1,342,480 852,542 1,067,042 1,420,399 
Ad investment .................... $27,839,049 $30,375,565 $32,111,798 $15,376,568 $10,661,320 $ 5,705,310 $ 5,819,786 $ 8,693,111 
Ad cost per car 0.0.0.0... $19.12 $19.40 $19.57 $10.85 $7.94 $6.69 $5.45 $6.12 
PLYMOUTH (Chrysler) 
ey ae 595,503 483,756 647,352 381,078 600,447 433,134 542,649 547,367 
Ad investment ................... $16,606,662 $12,415,895 $13,804,850 $ 5,945,667 $ 5,089,357 $ 3,316,481 $ 4,390,353 $ 4,320,558 
Ad cost per caro... $27.89 $25.66 $21.33 $15.64 $8.48 $7.66 $8.09 $7.89 
BUICK (GM) . 
NI i viiscnnstesteavannunvn 394,553 529,371 737,879 513,497 454,320 310,806 392,285 535,807 
Ad investment .................05 $14,008,943 $18,410,623 $19,728,597 $12,179,340 $10,580,921 $ 7,404,122 $10,256,584 $ 9,887,906 
Ad cost per car 0.0.0... $35.51 $34.78 $26.74 $23.72 $23.29 $23.82 $26.15 $18.45 
OLDSMOBILE (GM) 
ON ne 371,596 437,896 589,515 407,150 305,593 218,189 273,472 372,519 
Ad investment ..................-. $12,890,157 $15,134,157 $12,098,426 $ 7,725,352 $ 6,217,106 $ 3,961,264 $ 4,549,299 $ 4,621,253 
Ad COs? POF COP ....0.ccses000e $34.69 $34.56 $20.52 $18.97 $20.34 $18.16 $16.64 $12.41 
PONTIAC (GM) 
> 319,719 358,668 530,007 358,167 385,692 266,351 337,821 440,528 
$10,361,734 $11,429,340 $11,832,100 $ 7,681,443 $ 5,999,081 $ 3,161,835 $ 3,510,572 $ 4,174,114 
$32.41 $31.86 $22.32 $21.45 $15.55 $11.87 $10.39 $9.48 
MERCURY (Ford) 
IID casts cpetelsbcatienienemed 260,573 274,603 371,837 269,926 287,717 185,883 233,339 318,217 
$11,947,706 $10,253,462 $12,640,634 $ 6,656,950 $ 7,994,715 $ 5,023,731 $ 4,777,885 $ 5,605,011 
$45.85 $37.34 $34.00 $24.66 $27.79 $27.03 $20.48 $17.61 
DODGE (Chrysler) 
INI GRIID Stiidoessccensiccoseouianses 257,488 220,208 284,323 154,789 288,812 246,464 298,603 300,104 
Ad investment ..................-+ $13,505,975 $12,494,568 $13,667,639 $ 6,725,601 $ 6,230,060 $ 5,360,043 $ 5,055,922 $ 4,561,511 
Ad COOd BOE COT ocicceccsesesrse $52.45 $56.74 $48.07 $43.45 $21.57 $21.75 $16.93 $15.20 
CADILLAC (GM) 
CREE Seer 141,209 132,952 141,038 110,328 98,612 87,806 97,093 101,825 
Ad investment .................... $ 6,913,472 $ 6,807,167 $ 5,827,202 $ 3,954,514 $ 3,420,435 $ 3,672,920 ~ $ 2,396,919 $ 2,868,139 
Ad cost per caro... $48.96 $51.20 $41.32 $35.84 $34.69 $41.83 $24.69 $28.17 
CHRYSLER 
IIIT vsscnntetmicniehedabesuasee 106,436 106,853 156,458 101,741 153,756 113,392 149,435 151,300 
Ad investment $11,570,082 $11,010,774 $13,416,150 $ 6,471,872 $ 5,433,074 $ 3,389,231 $ 3,868,512 $ 2,816,673 
Ad cost per car $108.70 $103.04 $85.75 $63.61 $35.34 $34.12 $22.68 $18.62 
DE SOTO (Chrysler) 
SION ici co nsckcolatiaicendainits 103,915 100,766 118,062 76,739 122,342 91,677 112,643 115,023 
Ad investment $ 4,266,534 $ 6,621,212 $ 6,696,125 $ 4,501,419 $ 4,110,102 $ 3,224,172 $ 3,931,809 $ 2,459,168 
Ad cost per Car .....cccee $41.06 $65.71 $56.72 $58.66 $33.60 $35.17 $34.91 $21.38 
RAMBLER (Amer. Motors) se 
(Includes Metropolitan) es 
SE we 103,260 ——— 
Ad investment ...............0006 $ 2,507,444 —————— cmnatapetsaniens 
Ad cost per Cor oo... $24.28 
STUDEBAKER (Stud.-Pack.) 
Cove o0td ....0::...... 62,565 76,402 95,761 95,914 161,257 157,902 205,514 268,229 
Ad investment $ 3,855,544 $ 6,129,322 $ 4,804,579 $ 3,751,632 $ 3,913,178 $ 2,660,603 $ 3,273,884 $ 3,577,067 
DG COR BOE COT oosercccesessece $61.62 $80.22 $50.17 $39.11 $24.27 $16.85 $15.93 $13.34 
LINCOLN (Ford) 
a) eee 34,808 42,598 35,017 36,251 39,169 29,110 25,816 34,318 
Ad investment ........ $ 4,862,872 $ 6,127,609 $ 5,234,224 $ 4,327,863 $ 4,049,469 $ 3,147,147 $ 1,823,434 $ 1,960,798 
Ad cost per car .... $139.71 $143.85 $149.48 $119.39 $103.38 $108.11 $70.63 $57.14 
IMPERIAL (Chrysler) 
NO NI conh GensSigtbbcckchocdsnaone 33,017 10,460 _ - 
Ad investment ................00 $ 1,953,754 $ 1,501,733 a 
Ad cost per Car .......0000+ $59.17 $143.57 
EDSEL (Ford) 
a ee 26,681 err oe 
Ad investment ............cc000 $ 7,244,866 sulidlipaisgaiiigh pe 
2 nee $271.54 sii 
NASH (Amer. Motors) 
| eee 9,474 84,576 93,451 82,729 137,507 142,520 140,035 175,722 
$ 1,208,275 $ 3,345,202 $ 4,414,703 $ 2,918,611 $ 4,412,412 $ 2,904,824 $ 3,443,248 $ 3,383,414 
$127.54 $39.55 $47.24 $35.28 $32.09 $20.38 $24.59 $19.25 
PACKARD (Stud.-Pack.) 
IIE foc cmuaintaiingns 5,189 28,396 52,103 38,396 71,079 66,346 66,999 73,155 
Ad investment .................... $ 910,766 $ 3,771,981 $ 5,135,374 $ 2,672,156 $ 4,166,659 $ 3,617,417 $ 3,106,335 $ 2,078,668 
Ad cost per COP oo... $175.52 $132.83 $98.56 $69.59 $58.62 $54.52 $46.36 $28.41 
HUDSON (Amer. Motors) 
Ce ME ii cdicincsstcnecnimest 4,596 30,529 43,212 35,824 66,797 78,509 96,847 134,219 
Ad investment ............ $ 435,182 $ 2,281,068 $ 2,376,199 $ 2,458,167 $ 3,611,802 $ 2,713,668 $ 3,103,780 $ 3,255,884 3 
Ad cost per car $94.69 $74.71 $57.30 $68.62 $54.07 $34.57 $32.05 $24.26 fi “t 
ro - 
CONTINENTAL (Ford) _ - 
SINOII presiedacduibcconeveauinve 2,490 1,564 606 a 
Ad investment .....c.............. $ 347,713 $ 1,109,013 $ 792,848 satialndend 
Ad cost per CGF- .......0000000. $139.64 $709.09 $1,308.33 —— 


Figures are based on (1) Automotive News 1958 Almanac car registration statistics, (2) Bureau of Advertising tabulations of advertising expenditures in newspapers and Sunday 
supplements, (3) Publishers Information Bureau data on ad expenditures in magazines, network tv, and farm magazines, (4) Outdoor Advertising Inc. figures on advertising in 
outdoor boards and posters and (5) Television Bureau of Advertising from N. C. Rorabaugh data. 
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